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When invited to speak... Do you “hijack” the audience? 
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Successtul production of trade shows and expositions depends a great deal on the taste 
ful use of beautiful, colorful fabrics—by an experienced staff. We can offer you both 


of these elements of success, plus our tremendous stock of first-quality exposition fur 


nishings. 
Three of the expositions we are now producing: 
May 22-24 June 10-13 June 28-July 14 
Quality Control Exposition National Plumbing & Chicagoland Fair 
Masonic Temple Heating Exposition Navy Pier 
Detroit, Mich Memorial Auditorium Chicago, Ill 


Dallas, Texas 


Exposition Management & Production 


hibit Backgrounds @ Floor Coverings ® Chrome Furniture Rental 
24 St. Cleveland 13, Ohio TOwer 1-6045 
3, §967 


Gales Mecting 


NATIONAL AUTHORITY ON CONVENTIONS, SALES MEETINGS AND TRADE SHOWS 


Executive Offices: 1212 Chestnut St., Philadelphia 7, Pa. WAlnut 3-1788 


Why not this 
paradise isle 


for your 
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Get away from distrac ting big city 


hustle-bustle: Plan your next con 


vention at Grand Bahama Club! 

Grand Bahama Club on a serene 
tropic t le is just 6o miles east of 
Palm Beach (a few minutes by 
daily scheduled flights from Miami 
ind West Palm Beach), yet is an 
intriguing foreign world with love- 
ly beaches, crystal-clear sea, and 
the world’s finest big-game fishing 

Grand Bahama Club offers com- 
plete convention facilities for 300 
Naturally, this includes auditor- 
iums, meeting rooms, offices, and 
PA systems. After hours, Grand 
Bahama offers all resort activities 
including giant pool 

No passports needed, no red tape 
And rates are unbelievably low 


For complete information 
write, wire, or phone 


GRAND BAHAMA CLUB 
Metropolitan Bank Bidg. 
117 WE. Ist Avenue + Miami, Florida 
Phone: FRanklin 9.1632 
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HIGHLIGHTS 


WILL ANYBODY LISTEN? 


Since television has come upon the scene, many are inclined to 
discount radio. However, American Society of Tool Engineers 
created a closed-circuit audio network for its meeting with 
gratifying results: people used to looking while listening are 
willing to just listen. 


MUST BE SOMETHING TO THIS INCENTIVE TRAVEL 


Any activity that can stimulate distribution 10 times over 
normal must have something to it. Pepsi-Cola found the lure 
of trips sufficiently exciting to get bottlers to buy and put out 
10 times as many vending machines as they did the year before 
during the same period as incentive contest. 


TO PLUG OR NOT TO PLUG 


It may be a fine line but it is there to divide good taste from 
bad wher you talk about your company from the rostrum of 
an association meeting. It is the job of the meeting planner as 
well as the speaker to keep product plugs in check. 


TRICK TO SAVING TRAVEL DOLLARS 


When you get into the habit of planning multi-city trips, you 
get into an area where there are big savings in air-travel dollars. 
You can visit as many as 40 cities on a single round-trip ticket 
to the Coast. With the liberal stop over privileges of first- 
class fare, you can take a swing around the country on the 
same ticket that takes you to your most distant point. 


COMMITTEES OUGHT TO DO SOMETHING 


All the gags written about committee action only point up the 
ineficiency that exists in creating committees. ‘Too little 
thought often is given to committee member selection and nomi- 
nation of chairmen. Here is a check list of what to look for in 
better committees. 
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YOUR SALES MEETINGS 


..+ North or South 
with 


NORTHEAST 


You'll add spice to conventions 
on Northeast's all-season resort 
route of the Atlantic Coast. For 
whatever season you choose, you 
can pick your weather, recreation 
facilities, surroundings, and get 
there quickly, economically, in 
perfect comfort on Northeast 
Airlines. 


Winter sun in Florida, summer fun 
in New England... whenever and 
wherever you choose on the East 
Coast, from Montreal to Miami... 
you'll help make your meeting a 
success by flying Northeast. 


Sales incentive programs, 
too, lend themselves to the 
areas serviced by Northeast. 
For full details write or wire. 


” NORTHEAST 


AIRLINES 


Logan International Airport 


East BRoct " Mm h te 
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New York—Elliot Hague, Randy Brown, Jr., 
386 Fourth Ave., New York 16, N. Y., 


...hes the No.| Specialist — Ss. 


Chicago—Thomas S. Turner, 333 N. Michi- 
gan Ave., Chicago |, Ill., STate 2-1266. 


Pacific Coast—Warwick S. Carpenter, 15 
East de la Guerra, Santa Barbara, Calif., 
WOodland 2-3612. 


Ask your Allied Mover for a copy of “Before You Move.” See 
yellow pages of your phone book, or write Allied Van Lines, Inc., 


Broadview, Illinois 


| Bill Brothers Publications in MARKET- 

% | ING: Sales Management, Sales Meetings, 
tu rr sues] Tide, Premium Practice. IN- 
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They'll Get More Done to Have More Fun! : 
Here’s the Sales Incentive Second to None! 


sales incentive 
prize cruise 


award aboard glamorous 


LUXURY LINERS 


be ee re oe oe 


Forget Your Planning! 
We Furnish All This for You! 


e Superb, sumptuous cuisine, 
flawlessly served. 


Nothing in the whole wide world can compare to the ¢ Continual planned enter 
enchantment of a carefree sea voyage, visiting exotk talnment, night and day— 
Caribbean ports, aboard a beautiful, modern luxury liner fun-filled activities on deck 
No other way can you offer a more stimulating incentive and in many attractive 
than to award salesmen a prize ocean cruise. Here’s FOOMS, 
the easiest way for you to motivate higher sales e Plerty of huge, de luxe 


Here’s the surest way to make salesmen prouder meeting space. 
to serve your organization e Exclusive accommodations 


for small meetings—or 
your group takes over 
entire ship. 

e Capacity up to 730. 

e Customer-designed sales 
aids to fit and support 
your program, 


Only the specialized experience of the Caribbean Cruise 
Lines’ staff can offer such unique sales incentive cruises, 
completely planned and executed so that you won't 

have to raise a finger. Only our know-how can make these 
luxury cruises possible—with all facilities included as 
part of cruise fare—at such reasonable rates. 

Call our Sales Incentive Staff experts collect and ask for full detail 

Mr. John E. Smith, Jr... Mr. Lincoln Miller or Mr. Jo eph Voran 


r ¢ ‘ SOUTHERN BUILDING 
Mi Le tes WASHINGTON 5. D. Cc. 
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SHERATON.PARK HOTEL 


SUSPENDED BALCONY 
(ne posts a pitiers) 


BALIROOM — ever 20,000 sqvuere foot — 
seats ever 2000 for teed functions; 
ever 3000 for meetings 


Pics 244 oe ei awd Mh 


WIDE DOORS WELCOME AUTOMOBILES AND LARGI EXMIBITS 


QUICK LOADING AMD UNLOADING 
SPECIAL V.1.7. ENTRANCE AND DRIVEWAY. 


SPECIAL V.1.P. RECEPTION ROOM SANQUET KITCHENS ADJACENT, 


SHERATON HALL 


everything... 


SHERATON HOTELS — coast-to-coast in the U.S. A. and in Canada 


EASTERN Div. PITTSBURGH 
Penn-Sheraton 
Park pa (formerly Wm. Penn) 


Sheraton-Astor 
Sheraton-McAlpin 
Sheraton-Russell 


BALTIMORE 
Sheraton. Belvedere 


PHILADELPHIA 


BOSTON Sheraton Hotel 
Sheraton Plaza PROVIDENCE 
WASHINGTON Sheraton- Biltmore 


Sheraton-Cariton 
Sheraton-Park 


SPRINGFIELD, Mass 
Sheraton- Kimball 


ALBANY 
Sheraton-Ten Eyck 


ROCHESTER 
Sheraton Hotel 


BUFFALO 
Sheraton Hotel 


SYRACUSE 
Sheraton-Syracuse Inn 
Sheraton. DeWitt Motel 


MIDWESTERN Div OMAHA . 
Sheraton-Fontenelle 
CHICAGO LOUISVILLE 


Sheraton- Blackstone 


Sheraton Hotel Sheraton -Seelbach 


The Watterson 


DETROIT DALLAS 
Sheraton -Cadillac Sheraton Hotel 
CINCINNATI a 
Sheraton-Gibson Sheraton Hotel 
ST. LOUIS INDIANAPOLIS 


Sheraton-Jefferson Sheraton-Lincoin 


FRENCH LICK, Ind. 
French Lick-Sheraton 


RAPID CITY, S$. D 
Sheraton- Johnson 


SIOUX CITY, lowa 
Sheraton-Martin 
Sheraton- Warrior 


SIOUX FALLS, S. D 
Sheraton-Carpenter 
Sheraton-Cataract 


CEDAR RAPIDS, lowa 
Sheraton-Montsose 
PACIFIC Div. 

SAN FRANCISCO 
Sheraton-Palace 

LOS ANGELES 
Sheraton-Town House 


PASADENA 
Huntington- Sheraton 
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CANADIAN DIV. 


MONTREAL 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO 

King Edward Sherato 


NIAGARA FALLS, Ont 
Sheraton -Brock 


HAMILTON, Ont. 
Royal Connaught 
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SEATS 2,000 
FOR BANQUETS 


THERE’S ANOTHER BIG 
FLOOR FOR EXHIBITS 


SEATS 3,000 
FOR MEETINGS 


Completely Air-Conditioned 


.. . Biggest in Washington - finest in the nation! 


Sheraton Hall, which occupies an entire new wing of the Sheraton-Park Hotel in the nation’s capital, has 


become one of America’s most sought-after convention headquarters. Sheraton has put all its many years of con 


vention experience into the design of Sheraton Hall. Here you can hold a completely integrated convention 


with large meetings, small group meetings, banquets, receptions, and exhibits. Air-conditioned. Light conditioned 


Sound conditioned. And your delegates can stay under the same roof — in the largest, and one of the most 


distinguished hotels in Washington. Make your plans now. Contact the SHERATON SALES DEPT 


PARK HOTEL, WASHINGTON, D. C 


, SHERATON 


OTHER LEADING SHERATON CONVENTION HOTELS 


New York 


and most beautiful ballrooms in the world, will add glamour 


The Sheraton-Astor, with one of the largest 


and excitement to conventions of all sizes 
Philadelphia 
tion at the magnificent new Sheraton Hotel. Grand Ballroom 
seats 2,225 for meetings, 1,265 for banquets 


Be among the first to stage your conven 


Chicago 
Chicago's 


The Grand Ballroom of the Sheraton Hotel, 
skyscraper of hospitality, seats 1,600 for ban 
quets, 2,000 for meetings 


San Francisco The Sheraton-Palace Hotei will add great 


distinction to your meeting. It is one of the great hotels of 


the world. All function space on Lobby floor 


Cincinnati The Sheraton-Gibson Hotel can handle con 
ventions of all sizes. The Roof Garden seats 1,700 for meet 
ings, 1,000 for banquets 


Montreal — For a convention across the border, you can't 
do better than to stage your show at the Sheraton-Mt. Royal 


Main Ballroom accommodates 1,200 comfortably 


@ SHERATON the proudest name inHOTELS 


Contact Sheraton Hotels National Convention Manager, c/o Sheraton-Park Hotel, Washington, D. C. 


SM/MAY 


3 


1957 


Something new is being added 


and boy is it BIG! Veit 


WESTERN 


— 


— 


A spectacular multi-purpose room — brand new, elegant 


and big! The biggest of its kind in the Pacific Northwest! 


Our brilliant Grand Ballroom which presents new oppor- 
tunities for vastly larger gatherings, more expansive ac- 
tivities. Conventions, balls, banquets, exhibitions, product 
shows! A wide variety of purposes. Over half a block long 
(82 x 126 feet) and embodying every modern facility and 
device, including stage (18 x 38 feet) with dressing rooms. 
Conveniently spotted panels make lights, radio, TV, PA, 
telephone and closed circuit telecasts available to, or con- 
trollable from, most any part of the room. 

Let your organization be among the first to use this new 
facility for a thrill-filled Pacific Northwest convention. 
We'd be happy to send you a completely descriptive and 


illustrated brochure if you'll say the word. 


SEATTLE’S NATIONALLY NOTABLE HOTEL 


Tom A. Gildersieve, Gen. Mer 
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LETTERS TO THE EDITORS 


Are You Responsible in Case of Injury? 


liability on charter flights 
Eprror, SALES MEETINGS: 

When the March 1 issue arrived I 
was delighted to note it contained an 
irticle entitled “What You Should 
Know About Charter Flights,” (page 
64) because this problem had _ been 
conside red by us on one or two occa 
sions in connection with our annual 
Clinical Congress. 

However, | was somewhat disap 
pointed, after reading the article, that 
no comment was made as to the legal 
responsibilities involved when an o1 
ganization arranges charter flights 
and then sells space to its members. | 
well understand that the gist of the 
article was directed to corporations 
or organizations who would assume 
the entire cost, and who would use 
this means ot travel perhaps as recom 
pense to the winners of a sales contest 
or in transporting its own executives 
fo a parti ular sales meeting. 

Nevertheless | am sure you are 
aware there are many times when the 
airlines endeavor to sell charter flights 
to Organizations sponsoring meetings 
on the basis that individual flights can 
be arranged to best suit the conven 
lence of the members in arrival and 
departure, and whereby the schedule 
would be correlated to the planned 
dates and hours of the meeting ses 
sions. In cases such as this, it is my 
opinion that the sponsors or principals 
in these charter arrangements assume 
definite responsibilities, which are 
ordinarily assumed by the carrier in 
relation to accidents or personal in 
jury suits. 

Perhaps some of your readers have 
been through the various ramifications 
involved, and if so I would enjoy 
learning of their experience and/or 
comments. 

Edward G. Sandrok 
Assistant Director 
American College of Surgeons 


Chicago 11, Ill 


& An association assumes no liability 
when it charters a flight for its mem 
bers. Should an accident occur, mem 
bers have no recourse against the asSsO 
ciation. Members are the association 
and in law, you cannot sue yourself. 
What some associations do is take out 
i blanket poli y to ‘r their mem 
bers during travel to a convention 
This does not acknowledge any lia 
bility on the part of the association 
but merely is an extra protection made 
available to members. 
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useful suggestions 


Eprror, SALES MEETINGs: 

I have read your March | issue on 
incentive travel and found it interest 
ing and informative. ‘The data and 
suggestions will be very useful, and 
[ am retaining the copy tor tuture 
guidance in planning our sales contest 
awards. 

‘To indicate our parallel thinking 
1 Tew years ago our! sales contest 
winners and their wives were given 
an all-expense trip to Bermuda. ‘The 
reaction of both husbands and wives 
was very good and resulted in ou 
repeating the plan in 1956 with a trip 
to Cuba, 

! should like to compliment you and 
your associates for the many assists 
you have given sales Management w ith 
your programs and articles. I have 
been a subscriber for many years and 
consider it a very important aid in 
onnection with my responsibility for 
marketing. 

B. 
Vice President 
K’sso Standard Oil Company 


New York, N. ¥ 


valuable to strategy 


Eprror, SALES MEETINGS: 

We at Scott Paper Company found 
the March | issue most interesting 
ind. informative. Although we have 
never used incentives, as far as travel, 
etc., are concerned, we are contem 
plating the use of this in future pro 
yrams, It has been most valuable to 
us in our over-all marketing Strateyy 

(jeorge | ° W ileox 
executive Assistant to National 
Retail Sales Manager 
Scott Paper Company 
Chester, Pa. 


reprints on “cashing in" 
Kprror, SALES MEETINGS: 

Please send me 15 reprints of your 
ecent article in SALES MEETINGS, 
Jan lary + issue on the ubject 
Here's How to Cash In On Sales 
\leetings”’ (page +7 ) 

We understand these fifteen copies 
will be billed to us at 15 cents each. 

We appreciate the opportunity to 
have these reprints and we want to 


pliment you on the fine job you 


con 
are doing with the magazine. 

John (5. Zapf 
Sales Manage: 
Wooster Brush Compan 
Wooster, Ohio 
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Host... 
AYE 

For This l 

CONVENTION— 


MODERN RESORT 
ACCOMMODATIONS 

Over 3,000 rooms conveniently lo 
cated in center of things for large 
conventions or sales meetings 
Excellent restaurants and ente: 
tainment. 


SPACIOUS CONVENTION 
FACILITIES 

Assembly rooms accommodating 
up to 1500 equipped and staffed 
to handle large or small meetings 
Display space available for ex 
hibitors. Outstanding banquet 
facilities. 


ACCESSIBLE 

Just 60 minutes from New Orleans 
and Mobile. Easily reached by 
air, rail, bus or automobile. Daily 
commuter service to New Orleans 


EXCELLENT RECREATIONAL 
ADVANTAGES 
Excellent fishing by deep sea 
charter boat or in inland streams; 
five |8-hole golf courses; 28 miles 
of white sand beach skirted by 
new 4-lane super highway 

Write or contact Chom- 


ber of Commerce in any 
of cities listed below. 


LETTERS 


meeting sites overseas 
Epiror, SALES MEETINGS: 

I have often thought that a very 
glamorous issue of SALES MEETINGS 
might consist of a roundup of the 
overseas convention locations which 
are now available. It could describe 
Bermuda, Nassau, locations in the 
Caribbean, Mexico City, Acapulco 
and Hawaii. It should bring in 
Europe and possibly South America. 

Don’t you think such an edition 
with articles on how to do it, pictures 
of the locations and lists of the facili- 
ties would be well received by readers ? 

James Montgomery 


BOUND FOR cai 2 we 
Director Sales Development 
». s 
SALES INCREASES Wii ews Systems 


New York, N. Y. 


G with a Belnap & Thompson 
C expects tax collector 


Eprror, SALES MEETINGS: 
We have received the March | 


S 
// 


Travel Incentive Plan 


Use the excitement and glamor of Paris to make your top-producing sales- edition of your publication and we 
men put forth extra effort...Watch your sales curve surge upward when wish to congratulate you on the 
you offer dealers a flying fiesta to Mexico...Meet the challenge of com- splendid story on Simplex, “Simplex 
petition with the promise of a gala holiday party in Nassau or Bermuda. Cruise is Complex Package” (page 
es 80). 
You tap this extra incentive power when you use the Travel Division of ‘ : ™ 
Beinap & Thompson—the originator of ste travel...B&T's Travel | Got quite a kick out of the next to 
Division has served companies in almost every field of business, has the last paragraph quoting a figure of 
entertained more than 100,000 dealers, dealer salesmen, distributors, $250,000,000. We are expecting the 
company salesmen and other personnel in luxury resorts both here and Internal Revenue Bureau shortly. 
abroad... Twenty-five years of experience in packaging travel programs v F. P. Hallock 
assures you of the kind of travel occasion that makes your people Advertising Manager 
want to put out the extra effort needed to reach your sales goals. Simplex Time Recorder Co. 
Gardner, Mass. 
When you choose Belnap& Thompson, you get experienced itinerary > Internal Revenue please note: Cor- 
planning that incorporates a maximum of excitement... You get crisp, rect figure (cost of meeting) is 
clear, understandable rules . . . Exciting wide-screen WiNerama $250.000. 
Kick-off meetings . . . Colorful sound motion pictures . . . Fashion ao 
shows to add extra sparkle to gala affairs . . . Flowers for the ladies. . . 
Bands to meet your guests . . . Unusual parties in exotic tropic ports excerpts for members 
... Ared carpet at every stop. Eprror, SALES MEETINGS: 
; For some months now our associa- 
With B&T's Travel Division, you have experts who pack maximum tion has been working with United 
power into a travel program—even on a limited budget...Experts who Airlines and American Airlines in 
staff . "Experts who put the most compllcsied trevel Itnerary imo «| -«- ringing, our 202 menibers infor- 
effect with apparently effortless precision . f For complete ciesniiinn, | The — —, S 
fill in coupon and mail TODAY! docsesinn I,. a oe 
MEETINGS contains many ideas which 
ee ee ee ee ee ee | would aid in sparking our member- 
y ship to travel plans. 
A 1 Would you please give me permis- 
Complete 1 dun & AOK Sue, sion to use excerpts from a number 
; 4 bd of the articles in this issue for our 
oe 6G ARW Bulletin? Of course proper 
Service i Dept. 1° 105 S. Wabash Ave. - Chicage 3, i. acknowledgment and credit for the 
i Gentlemen: | information would be given. 

Offices t Please send me your Travel Incentive The ARW Bulletin has a limited 
from | circulation of some 550 which is con- 
Sueus i Name | fined to members, branch operations 

| and suppliers. 
to P Company Title | A. Starr Hull 
Coast J Address Executive Secretary 
| Air Conditioning & Refrigeration 
8 city Zone__State—__ Wholesalers 
f | Columbus 12, Ohio 
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New Facilities Being 
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Built for Conventions 


VAHL 
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| YUUNYYNQUOATOON0UU OOOO DOU DUUUULULLULLLYSYANAAOA LAER OL UHL 
HAVANA 
{ lans are be } mpleted tor 665 
>m Havana Deauville hotel, ar 
unces Morr ynsburgh, operator 
t | 14 notre g the Deau 
vile Hote Mia Beact Ww ul 
rT. truct he 24-story hote 
Ww teature three wimming f 
O7 cabana 14 elevators, a ca 


na ceveral r h+ 
na vera } 


if 
Habana Hilton Hotel, built at t 


f $14 million w have 630 room 
ING banquet ta tie tor 1.206 
Hotel boa wi elev trar 
nitring Towe nd pla tor ed 
T Telev ta Tie we be j 
Jered. One } nedguied tor 
ite 1957 
A heduled tor opening this 
year new Havana Riviera Hotel, 
with 400 roon y swimming f | 
yht ib and tka unge. Meet 
ng ft Ww are jyrour 
fcr "a 


Pla for am f jollar re 

rt ver y Z2,UI cre n the 
Berkshires were announced by Donald 

Sovie perat f the Bousequet 
Ski Area in Pittsfic Prox ed re rt 
WOt } Ta hote Ta Tie re 
raurant nd 4 rt tacilities. If 

wns progress Frank Lloyd Wright 
will Oe jn Tne ect 


MIAMI BEACH 


Opening date for new 600-room 
Deauville Hotel has been set for De 
ember 20, 1957. Cover ng two 


blocks, $20-million hotel boasts audi 
torium for 5,000 with truck-size eleva 
tor and loading rams There'll be 
ample stor ?Wge and display space f 
the very largest convent r pror 
é ale snager k Eltermar 
Main dining room will seat 1,600. 
Unique featu ¢ c » heloort 

main ‘bu y root and a € 
} e@ nitch-r itt a f ‘ n the 
root of the vention auditorium 
Plans call for three swimming pool 
>] ada na two nignt ut 


a 
Four parking lots are slated for |,000 


ars, plus nearby yacht docking fac 
V fal ‘ 
Keeping abreast of the upsurge in 
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for a GRAND TOUR... 


ees 


Move Your Exhibits the Prompt, 
Economical MAYFLOWER Way! 


@ Whether the job is moving your exhibit for one appearance, or through 
a series of showings in different cities, Mayflower can do it quicker and more 
economically. The number of vans you need is assigned to your tour, and 
move accordingly to your schedule. Packing service is available if needed 
Because the van can load and unload promptly, you can schedule your show 
ings during a shorter period of time. Mayflower has long and successful 
experience in transporting exhibits for many of the nation’s leading com 


panies. Your local Mayflower agent can make all the arrangements for you 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 


M AERO ; 
ayflower 


AMERICA'S FINEST LONG-DISTANCE MOVING SERVICE 


everybody 


PROFITS FROM 


Px Q ‘Hhawned J 


MOVING 


YOUR SALES MANAGER 


. gets his men to their new 
territories on schedule. There’ 
little time lost from the job. 


YOUR TRAFFIC MANAGER 


...doesn’t have to bother 
with checking, scheduling, 
tracing shipments. United 
Pre-Plans all the details, 
follows through all the way. 


TRANGFERREO PEOPLE 
AND THEIR FAMILIES 


Families relocating are pressed 
for time. And Pre-Planned 
Moving relieves them of 
pressure, strain, worry. United 
Master Movers take over 
completely . . . ‘“‘settle the 
family down”’ at destination. 


. 
do safer do sanitized go United 


Florida resort business, hotelmen are 
planning or actually constructing ‘‘at 
least 14 hotels with accommodation 
for 4,651 at a cost of $114 million, 
reports B. R. Fuller, Jr., executive 
director of the Florida Development 
Commission. Most of the hotels are 
slated for the southeast coast with 
four planned for Miami Beach and 
two scheduled to be built in Miami. 
A 200-room hotel to cost $6 millior 
ated for Jacksonville and plar 
yre underway for a $20 million hotel 
motel project at Hollywood Beach 


LAS VEGAS 


( 


7rour | oreakir g eremonie Tor 
new $4.5 millior auditorium are 
neduied for Ser tember |, report 
Elmo Ellswortt manager f La 
Vegas Convention Bureau. Main au 
1Torium will eat 7,000 with 2? 
mailer meeting room also hed 
tiled. Plans provide for closed-circuit 


TV ¢ + ; ; {| + 
¥V trom main aud rium To 4li meet 

' : 

11 mM Available exhibit pace 


will total 90,000 sa. ft 


MILWAUKEE 


Milwaukee Auditorium-Arena 
board of directors called for |,00C 
more hotel rooms in a move to in 

ease nventior f acilities, Res: lu 

ted survey } wing city had 
t 18 large national meetings be 
cause of inadequate facilities. 

Air conditioning for 150 room f 
Plankinton House features individual 

ontrol if ea h room, announce 
James J. Stack, manager 


BOSTON 


Mechanics Building wil] be around 
tor at least four more years, report 
buildir j fficials. The 8,000 seat 
arena is located in area slated by 
Prudential Insurance Company of 
America for a multimillion dollar de 
velopment. Prudential holds an op 
tion on the arena, but will not exer 
ise it until 1961, it was reported. 
Development plans call for a 6,600 
eat civic auditorium, a 50-story sky 
raper, hotel, apartment building, a 
restaurant and many shops. Plans for 
the auditorium have already been ap 
proved by ity ffi ials, Cost hould 
run about $7.5 million for the hall. 


Exhibitors are »ncerned with 
probable shortage of space wher 
Mechar Building is torn down. Pr 

ed auditorium will be unable ¢ 


handle many of the larger show 
housed in the Mechanics Building 
Other arenas in the area are either 
booked or too small, say observers 
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THE CASTLE HARBOUR d 
HOTEL, GOLF, BEACH & YACHT cw + 
Tucker's Town, BERMUDA onset 


Island’s Largest Seaside Resort ne bay 38 FE, » Wh, | 
Howard F. Hohl, Gen Mer ° 


THE BIG FIVE 
MEAN BUSINESS! 


WHEREVER YOU WISH TO GO, 
BERMUDA, POCONOS, 
NASSAU, CANADA 


ars ’ THESE TOP HOTELS , 
FORT MONTAGU 
BEACH HOTEL ARE YOUR BEST INVESTMENT! 


NASSAU in the Bahamas, 
Private Beach direc tly on 
the Ocean ; 

John L. Cota, Gen. Mer 


: Take your pick of Island resorts, 
ee * mountains, lakes, seaside 1 =< 
‘ . . 
, beaches . . . the varied settings of ; 
* . ; SPLIT ROCK LODGE 
these Big 5 hotels where you can blend business and pleasure AND CLUB 
most efficiently. Chosen by blue chip names in U.S. industry WHITE HAVEN, Be Anode 
. eBene “Sports Center 0 ot tng 
+ and commerce for all-round value . . . for finest convention facilities, at Big Boulder on Lake 
* ° _ 2 Harmony 
‘ cuisine and entertainment to meet your special requirements. William D. Herrmann 
. Gen. Mgr 
All details are handled by a centralized office with a long record ii 
of successful convention management. 2 


Danian « t 
yt 


Yihas 4 - Tey 7 
> Shipp aay 
ho tT HH, hit fppattus 
Lig ee Heng ep ieee MLA baer PY, 
wT ett it F i 


Call or write for complete information 


i 1 : r 
. jtvetgel ' i ' “) 
WILLIAM P. WOLFE ORGANIZATION, Representatives A vot oe We i + : vot “SB 
500 Sth Ave., New York 36 LO 5-1114 miei > SERRE eee - ' 


Also BOSTON * CHICAGO * CLEVELAND 


MIAMI © PHILADELPHIA * TORONTO 


_P * ir a THE BERMUDIANA 
lton, BERMUDA 
THE ALPINE INN ¥ ae estate in the heart of 
AND COTTAGES : Hamilton M 
PROVINCE OF QUEBEC , Carroll F. Dooley, Gen. Mer 
CANADA 


~ - 


Deluxe Log Chalet and 
Cottage Resort on La 

> Riviere du Nord, 

Ste. Marguerite Sta 

H. F. “Gibby” Gibson, Mgr 
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ETINGS * TRAVEL INCENTIVES 


* BUSINESS ME 


5 Streamlined Settings for 


MEETING & SHOW _ NEWS 


Symposium on Creative Thinking 


LaSalle College, Philadelphia, is expected to play 
host to 250 executives at the First National Sym- 
posium on Creative Thinking, June 18-19. Par- 
ticipants will live on campus while attending ses- 
sions headed by “country’s foremost exponents of 
creative thinking,” reports Dr. B. B. Goldner, di- 


NOWHERE IN AMERICA iS THERE A MORE rector, LaSalle’s School of Creative Thinking. 
Scheduled for discussion are ‘“The Creative In- 
VERSATILE SETTING dividual, Brainstorming Operational Approach to 
FOR EFFECTIVELY ENJOYABLE Creativity,” plus others. 


Program is open to businessmen only. Fee of $250 


| includes all expenses, including meals and sleeping 

| accommodations. Prerequisite is college training or 
recommendation in writing by company officials. 
C-MacD Buys B & T 


95 miles from New York... | Cappel, MacDonald and Co., Dayton, Ohio, an- 


in the beautiful Shawangunk Mountains nounces the purchase of Belnap & Thompson, Inc., 
... conveniently reached from all Chicago. According to Elton F. MacDonald, 
directions by Car, Bus, and especially founder and president of the purchasing organiza- 
by Plane to JENNIE GROSSINGER AIRPORT. tion, the two firms will continue to function inde- 
All Sports at all seasons. .. Championship 18-hole =| pendently in the merchandise and travel incentive 
Golf Course, Tennis and all court games, Private | industry. A. E. Ostholthoff, former assistant presi- 
Riding Academy and Bridle Trails, Private Lake | dent, Cappel-MacDonald, has been appointed presi- 
for Boating and Fishing, Olympic Swimming Pool; dent of Belnap & Thompson. He succeeds _ its 
and in Winter, Artificial Skating Rink, | founder, Roy Belnap who will continue to serve 
Toboggan Slide, Skiing, | the Chicago firm as consultant. 
Sledding and all Winter Sports. 
Top-drawer Entertainment, Dancing, 
Social Programs; nationally famous cuisine. 
Most modern facilities and complete 
cooperation in all aspects of Meeting 
Rooms, Displays, Exhibits, Movie and 
Sound Equipment, etc. 


Tool Engineers Show To Be Annual 


‘Tool Shows of the American Society of Tool 
| Engineers will be held annually beginning in 1960 
| when Detroit opens its new Exposition Hall. Show 
will be held every other year in Detroit, and in odd 


years will alternate between Philadelphia and Chi- 
cago. 
“When ASTE first established its shows in the 
late thirties, it was with the idea that Detroit would 
on Grossinger Lake 


be the permanent home for ASTE shows,” com- 
ments ASTE executive secretary Harry C. Conrad. 
GROSSINGER N Y New facilities will permit show to return to Detroit, 

’ ° ° major market for metalworking equipment, add 
show officials. 


| 
| 
For information, write or call | 
| 


IRVING SILVERMAN, Sales Manager 


GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREET | New Attraction for Business Show 
Phone Circle 7-4915 


Feature of the 1957 National Business Show, 

| slated for New York’s Coliseum, October 28- 

| November 1, will be a “management center staffed 

and geared to answer questions on all types of office 
management problems.” 

Management Center will have a panel of na- 
tional experts available to solve office problems in 
seven categories—data processing, methods and pro- 
cedures, machines and equipment, copying and dupli- 
cating, records administration, communications and 
personnel administration, reports Rudolph Lang, 
managing director. Panel will be located in a spe- 
cially designed area affording easy access for show 
visitors. 
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Clinic for Conference Planners 


Conference Counselors, New York City, will pre- 
sent its sixth annual clinic on “Planning Confer- 
ences and Workshops” at the Barbizon-Plaza Ho- 
tel, New York City, May 15-17. Clinic will discuss 
“initial planning, preparing the audience, training 
conference personnel, program development, meet- 
ing management, evaluation, conference reports and 
follow-up,” reports Richard Beckhard, executive di- 
rector, Conference Counselors, and contributing 
editor, SALES MEETINGS. 

Clinic fee is $75 per person and includes three 
luncheons and all working materials for the three- 
day session. 


Chicagoland Fair Has 150 Exhibitors 


More than 150 exhibitors have signed up for 
the Chicagoland Fair, Navy Pier, June 29-July 14, 
announces director Richard Revnes. Sponsored by 
Chicago Assn. of Commerce and Industry fair will 
emphasize the advantages of living and working in 
the Chicago area. 

Full program of entertainment featuring TV and 
radio stars, Army and Navy demonstrations, danc- 
ing, ice skating, and other amusements will be of- 
fered. Admission will be 75 cents for adults and 25 
cents for children under 12, 

To assist exhibitors in planning for the fair, 
results of a motivation research study on what people 
in rural and small town areas think of Chicago has 
been released to fair participants. 


TV for Bank's Stockholders Parley 


Stockholders of Bankers Trust Company, New 
York City, were taken on a closed-circuit ‘TV tour 
of the bank at their annual meeting. While more 
than 300 stockholders and security analysts re- 
mained comfortably seated Bank Chairman Sloan 
Colt and Sportscaster Red Barber conducted a 
guided tour of the bank’s operations—from tellers’ 
windows to vaults. 

Advance preparations took about six weeks, offi- 
cials report. Closed-circuit equipment was supplied 
by one of the bank’s customers—Blonder-Tongue 
Laboratories, Westfield, N. J. 


Plan Council for Exposition Industry 


Movement to establish an association or council 
to speak for the entire exhibiting industry is gaining 
ground, reports William S. Orkin, past president 
of Exposition Management Assn. Proposed organi- 
zation would have representatives from all associa- 
tions with an interest in the exhibiting industry. 

Plans are still in the discussion stage, but meeting 
of interested organizations is expected to be held 
during the convention of International Association 
of Auditorium Managers, New York City in July. 

Council would promote the exhibit industry 
through a PR program, improve competitive posi- 
tion of the industry and sponsor educational pro- 
grams. Invitations to participate have gone out to 
all exhibit associations, reports Orkin, including Ex- 
hibitors Advisory Council, Internal Assn. of Audi- 
torium Managers, Exhibit Producers & Designers 
Assn., National Association of Exhibit Managers, 
American Convention & ‘Travel Institute, and 
others. 
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(ooking for your displays under a bush? \ 


TO PARAPHRASE AN OLD SAYING—a display 
in hand is worth any number in the bush. 
And with Railway Express your display 
materials will be well in hand. So no need to 
get into the woods, Railway Express’ years 
of experience working closely with many 
companies provide you with dependable 
service in delivering displays and materials 
to exhibition halls all over the country. 


Railway Express Itinerary Display Service 
can work out a complete schedule for point- 
to-point movement of your display by rail 
or air express. Railway Express picks up 
your display materials in areas covered by 
our vehicle service . . . assures prompt de- 
livery ... “VIP” treatment in transit. Our 
facilities—domestic and international—will 
save you time, money and headaches. So, 
whether your sales meeting is in Paris 
(France) or Peoria, phone your nearest 
Railway Express Agent. He will be happy 
to help you. 


a service 
expressly for 
sales meetings 


RAILWAY 
EXPRESS 
AGENCY 


WHERE should we have our convention? 
WHAT hotels are recommended? 
WHEN is the best time? 


Whatever your convention question... ask 
American’s convention specialists! 


rleyerteteterterseryss: 


Promptly—and without obligation—you can get authoritative answers to 
any of your convention questions from the specialists of American Airlines. 
These experts would also welcome the opportunity to assist you with all 
of your convention planning. With unmatched experience in group travel 

. the most modern fleet aloft... and flights to seventy-seven key cities, 
American Airlines is best qualified to help you insure the success of your 
convention, Contact your local American Airlines ticket office or write to: 


Mr. R. A. MacDonald, Convention Manager, American Airlines, Inc., 
100 Park Avenue, New York 17, New York. 


Ais AMERICAN AIRLINES 


Americas Leading Arline 
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THIRTY MINUTES that’s all it takes to 
convert this van into a spacious exhibit hall 16’ x 32”. Created 
by GARDNER for The New Jersey Bell Felephone Company, 1 

carries an informative and merchandising message direct to the 
public. No need to wait for special fairs or exhibits when yout 


product is displayed ina GARDNER expandable van! 


GENTLEMEN 


An expandabli 
pany needs! Please 
let Take Your Stor 


7 DISPLAYS 
df ' 477 Melwood Street 


ee , 
+ GARDNER 
: & " 


Pittsburgh 13, Pa 


: Name 
GARDNER Ralston Purina « Champ 


5 i Company 
DISPLAYS another imaginative mobile 


exhibit built by GARDNER Address 
477 Melwood Street 


for count d state fairs 
Pittsburgh 13, Pa | or gunty an € ' ie — mn 
DETROIT CHICAGO NEW YORK 


JASPER PARK LODGE—650 quests 
Jasper National Park, Alberta 


Open during summer season 
Showplace of the Canadian 


Rockies. Unexcelled convention, 


sport and recreational facilities 


oT o) 


YOUR CONVENTION HOST FROM COAST TO COAST... 


Make your next convention the most successful ever. 
Select one of Canadian NATIONAL Railways “Hotels 
of Distinction and enypoy unsurpassed convention 
facilities and recreational attractions, plus, of Course, 


the very finest in service and accommodations. 


TRAVEL SERVICE: Canadian NATIONAL Railways 
passenger offices located in principal cities of the 
United States and Canada will save delegates time and 
trouble by completing all travel arrangements. We'll 
also plan interesting pre-convention or post-conven 


tion Maple Leat ‘Pac kage’ Tours 


CONVENTION PLANNING SERVICE: Canadian 
NATIONAL’s Convention Bureau has the knowledge, 
experience and facilities to assist in planning a thor- 
oughly successful convention, Use these advantages to 
the benefit of your organization—Contact:—A, P. Lat, 
Manager Convention Bureau, Canadian NATIONAL 


Railways, Montreal, Quebec, Canada 


CHATEAU LAURIER W tlawa t Ine of the world's fine 
b I sted in the heart of Canada pit 
THE QUEEN ELIZABETH 214 roor Montreal Quebec to open early ir ? 
A ignificent, fully a ditioned Canadian National Railways Hotel operated 
ation with Hilton of Canada Limited 
HOTEL VANCOUVER 560 room Van ver, British Columbia Canada We 
is! Metrop 4 nvention headquarters, Under nt ynagement of Canadia 
Nat Railways and Canadian Pacific Railway Company 
THE MACDONALD 480 room Edmonton, Alberta A sparkling new | 5-storey 
” 3. Expanded convention facilities 
THE FORT GARRY 65 room Winnipeg Manitoba n the “Chicago of Canada 
nd splendidly equipped to handle all business and social functions 
THE BESSBOROUGH .. 260 rooms—Saskatoor askatchewar especially designed 
and equipped for all convention requirement 
THE NOVA SCOTIAN 50 rooms—Halifax, Nova Scotia Overlooking histor 
Halifax harbour, th nodern hotel ranks among Canadas best 
THE CHARLOTTETOWN ! rooms—Charlottetown, Prince Edward Island the 
Garden Province’ of Canada. Famed seafood cuisine 
NEWFOUNDLAND HOTEL 40 room St. John's, Newfoundland Centrally located 


the capital city of the Province of Newfoundland 


(CANADIAN 


NATIONAL 
RAILWAYS 


AS THE EDITORS SEE IT 


SALES MEETINGS 
May 3, 1957 


If You Won't Change, Why Should Your Men? 


Goal of every sales meeting, conterence or con 
vention is to change something. You may want to 
change attitudes, procedures, techniques or policies, 
or perhaps all four. But, if a meeting is to accom 
plish anything at all, a change must result. 


Almost every executive will agree that underlying 
his sales meeting, a change is desired. (If no change 
is necessary, a meeting 1s a waste of time and 
money. ) 


Well, you plan a stimulating agenda, you 
dramatize the results you seek, you produce a 
lively meeting—and nothing happens. Your 
salesmen don’t change. Hoped for results do 
not materialize. What’s the matter? 


“We've analyzed our meeting programs back- 
wards and forwards. We've talked to our men about 
our meetings. We've tried just about every meeting 
technique from brainstorming to role playing. Tell 
me, why don’t we get the results we expect?” 


Do you ask the same question atter your meetings 
as did the sales v-p quoted above? Do you get the 
feeling that your meetings never seem to produce 


tangible results ? 


From our experience, we'd say that most 
meetings do not have rewarding results, and 
the reason is bound up with that word 
“change”. 


Every group reflects its leadership. very com 
pany reflects its Management. Every sales force re 
flects its sales management. 


If the group, company or sales torce is to change 
its attitudes, procedures, tec hniques or polic 1¢s 
leadership or management must change its attitudes, 
procedures, techniques and policies. This is funda 


mental: If the top changes, it will reflect changes 
below; if the top does not change, the bottom will 
reflect no change. 


There you have the secret of productive 
meetings. If you want your meeting to accom- 
plish somthing positive—want a change made 

you in management must be willing to 
change. 


Everyone recognizes that the day of sending sales 
men off with a rousing “Let’s pick up the ball and 
push it across the line” is past. What everyone 
doesn't recognize is that even what appears to be 
a good meeting may be ineffective if you seek change 
without willingness to change yourself, 


If an executive does not change his policies, ideas 
or procedures, his meeting will not result in any 
appreciable change no matter how cleverly contrived. 


What constitutes a rewarding meeting? It 
is where you say in effect: “This is what you 
should do; this is what it will mean to you; 
and this is what we shall do to help you.” 
Without that last item—your willingness to 
change something—you may expect pleasant 
meetings, perhaps, but not productive ones. 


So your general plan should be to discover what 
your men want to know at a forthcoming meeting 
determine what results you want, and decide what 
changes you should make to bring about post-meet 


ing results 


When you formulate subjects for a meeting with 
the conviction—I do everything right; it’s the men 
who don’t—expect poor results. A good meeting will 
prompt ideas and suggestions from your audience 
How well you respond to these suggestions—you! 
willingness to change—will determine to a great 
measure how responsive your audience will be to 


your ideas—their willingness to change 
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ALL ROADS LEAD TO New Ser couseum ibe 


Exactly in the geographical center of New York a few 


minutes away from air, bus and train terminals, hotels, 


theatre 
basement garage 


restaurants, shops; adequate parking (850-cai 
near to business area the New York 
Coliseum makes the perfect exposition center 
Expositions at the Coliseum have been attracting record 


crowds since its opening in April, 1956, signing up more 


exhibitors than ever before, and making headlines with 
nation-wide publicity. Likewise, sales and dealer showings 
have enjoyed outstanding success at the Coliseum. 

One sure way to guarantee success for your sales meet- 
ing, convention, or exposition is to reserve space at the 
Coliseum and then let people know that you’re showing 


at the world’s newest and greatest exposition center 
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Auto maker uses simple three- 
point yardstick to measure an 
exhibit's worth and eight- 
point check list to assure suc- 


cess. Dodge is biggest user of 


exhibits in air-rail terminals. 
DODGE PICKS SHOWS CAREFULLY. This is at recent San Francisco auto show. 


Dodge's Formula for Exhibit Success 


BY L. F. DESMOND 
Vice President—Sales 
Dodge Division 
Chrysler Corporation 


HIGH TRAFFIC POINTS such as Boston's South Station are ideal for display. 


Let’s take the first 
an automobile exhibit or display? show 

What determines the number of 
people to use, and the effort and 


How do you measure the value of Cape Girardeau, Mo., or West Ove 


as an example hoe. Nev. 


y ? 
a regional auto 


‘That doesn’t mean these 
hows aren't important, however, for 
Three-Point Formulx 


in their spheres they are. It’s mere; 


money to spend to build and promote 


an automotive display 

No one, I’ve found, actually has a 
ready answer to these questions. Prob 
ably because of intangible results, or 
lack of a definite sales record grow 
ing out of a public exhibit, it is ex 
tremely difficult to put a finger on 
constitutes a valid reason 


there is 


just what 
for creating a display. Yet 
not the slightest doubt that displays 
and public exhibits are extremely val 
uable 
sales-wise. 

We at Dodge utilize a_ fairly 
simple yardstick to determine whether 
we shall have an exhibit in, say, a re 


both public relations-wise and 


gional automobile show, a railroad or 
airport terminal, or a trade show 


SM/MAY 3 1957 


any display? 


The formula 


down thus: 


might be broken 
i. Importance of the show itself 
2. Numbe1 ot people expected to 
attend. 
3. Importance of the market. 
If Dodge sales are lagging in the 
ea, or if it is deemed possible to in 


} 


nem ove! 


crease ft former quotas, a 
greater effort and a more elaborate 
display is indicated. Obviously, more 
importance is attached to particip: 
tion in National Automobile Show in 
New York, than to regional shows in 
Chicago, Kansas City or Los Angeles. 
And the latter 
vitally more important than purel 


local shows in McKees Rocks, Pa 


i 


just as obviously, are 


a matter of degree. 

Displays, of course, are part of the 
over-all advertising and merchandi 
Unlike cer 


advert! ing 


ing program at Dodge. 
tain other lorms ol 
though, exhibits offer an opportunit 
to present to the public cars unde: 
ideal conditions not possible in othe 
; effectivel 


loo, actual demonstrations can be 


media, and more or le 


offered the prospective buyer. 

In a railroad terminal or an auto 
how, people can stand, look at and 
examine a Car a long as they like. A 
narrator 1s present at some exhibit 
installations to explain salient leature 
of the car, and there is no time prob 
lem or deadline, such as in television 


ora publi ation 


We at Dodge are particularly e1 
thused over our tei 


di pla which were initiated about 


minal and airport 


} 


years ago with one at Willow Run 
‘Terminal 


ceptionally well ited 


] 
near Detroit. 


ol their low a 
tion nm center o! population and 
travel, and because of the thousand 
ol people who Pass through then 
They provide the perfect balance of 
people with time to look 

An exhibit such as the Dodge di 
play in Pennsylvania Station, New 
York Cit takes the deale how 
room directly to the people, trans 
forming Penn Station into one of the 
biggest howrooms in the world. It 

estimated that more than 7,000,000 
persons pass through this terminal 
monthly and a high percentage ot 
them cannot avoid seeing the Dodge 
on display. 

At Willow Run Airport 
people Pass through monthly ; at La 
Cjsuardia Airport, more than 1,180 
OOO; and at San Francisco Interna 
nearly 680,000 Mil 
waukee, St. Louis, Kansas City and 
Newark also are high on the list. Al 
together, more than 650,000 persons 
ee Dodge exhibits at their 
ewery day of the year! 
Naturally we do not anticipate 


KOO OOO 


tional airport 


VATIOUS 


location 


that everyone who sees a Dodge on 
display at a terminal or auto show 
will rush to a dealer and buy Sut 
nothing Can surpa uch exhibits as 
pre-conditioner to create an at 


Automobiles 


which involve a 


mosphere ror ales, 
like othe product 

major financial outlay, are not put 
‘The buy 


appetite w hetted 


hased merely on impulse, 

must have hi 
generously [his 
takes considerable pre 


ireas of adve tising In the unique 


ometing rathe) 


elling from all 


oul exhibit the prospect 


the product 


to, until he can visit a local show 
room. And by its very nature, the 
public exhibit is devoid of the high 
pressure salesman which many poten 
tial customers fear. 

Dodge displays are painstakingly 
designed to attract attention, but 
with the calculated purpose of plac 
ing before the viewer’s eyes only what 
he is suppose to look at—the new 
Dodge. Nothing to distract, nothing 
to clutter up the exhibit and draw 
that attention from the central ob 
ject. We firmly believe that once a 
person has been able to look at a cat 
under such conditions without dis 
turbance and with complete absence 
of high pressure tactics, he will have 
the desire to examine it further, and 
at his own convenience. That desire 
brings him ultimately to the dealer 
showroom 1 demonstration ride, and 
eventually a sale. 

Although it is impossible to deter 
mine how 
covered by 


many prospects are un 


Dodge 


just as it Is impos 


these exhibits 
across the nation 
sible to judge how many actual sales 
are attributed to a full-color adver 
tisement in Life—there are many in 
stances of record where buyers have 
demanded of dealers just like 
the one in Washington Union Sta 
tion.’ Many more have bought cars 
right out of auto show exhibits, re 
fusing any other. In Oklahoma City, 
an elderly lady placed an order with 
a Dodge dealer for a car ‘exactly in 
the same three colors as the one at 
the airport.” And a _ Philadelphia 
dealer reported a traveler came di- 
rectly from the airport after alight 
ing from an airplane, inquired about 
“that car in the terminal,” and or 
dered one exactly like it. 

While Dodge is the first company 
to use rail and all terminal displays 
on so large a scale, the medium is not 
intried nor limited to a single indus 
try ‘Terminal exhibits on a smalles 


NAME UP HIGH with constant, controlled lighting was possible at Philadelphia Inter 
national Airport with simple overhead to support necessary elements, Aim: to focus on car 


Gets Facts First-Hand 


L. F. Desmond, Dodge's v-p sales, 
gets most of his facts first-hand. Just 
recently, he and President M. C. 
Patterson completed a swing around 
the country to talk to dealers per- 


sonally and to outline new policies. 


scale have been successfully used by 
other manufacturers, and are being 
considered by other firms. The tech- 
nique can be used equally well by 
many manufacturers or industries 
that desire to pre-condition custom 
ers and pre-sell their goods. 

Exhibits of this type have certain 
well-defined requirements to be suc 
cessful. Some of these are: 

1. Design the exhibit so that it 
will draw attention from any angle. 
Remember, your prospects will ap 
proach it from all directions. 

2. Elevate your product on a plat 
form or turntable, if possible. 

3. Have good product identifica 
tion. Leave no doubt in viewers’ 
minds as to what they are looking at. 
Raise the product name above the ex 
hibit so it may be seen over the heads 
of the crowd. 

4. Have the exhibit manned dur 
ing peak hours so that questions can 
be answered, prospect names regis- 
tered, or orders taken. 

5. Keep it dramatic and eye-catch 
ing. Effective use of lighting is most 
important, as many terminals are not 
brightly lighted. Use your brightest, 
most attractive and pleasing colors. 

6. Include a stand for literature, 
and make sure you have a sufficient 
supply on hand for holidays and 
weekends. 

7. Above all, don’t forget your 
dealers. Put their names on the dis 
play, if possible, so that customers can 
find them handily. Let your dealers 
know what you are doing and keep 
them informed of changes or addi 
tions. 

8. ‘lake advantage of every oppor 
tunity to obtain publicity. An unus 
ual exhibit technique, such as Dodge’s 
unique two-level car exhibit, which 
permits three extra cars to be put on 
view, is good. So are out-of the-or 
dinary events, such as the one at the 
Philadelphia Airport when a cat 
crawled into the warm interior of a 
Dodge on display—and presented us 
with a litter of kittens. The kitten 
story and picture was carried nation 
ally on the Associated Press wire. 

The End 
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10 Steps to Make Meetings 
For Reps More Productive 


There are two basic principles to apply to sessions for 


your manufacturer's agents: Base meetings around sales- 


men's wants; keep meetings informative but enjoyable. 


BY JAMES H LAUDER 
Manager, Sales Office, The Raymond Corp. 


Companies whose products are sold 
through manufacturer’s agents face 
unique problems in promoting and 
running sales meetings. 

Problems stem from the very na 
ture of the manufac turer's agency type 
of distribution. As independent sales 
organizations operating strictly on 
commissions, representatives can be 
directed only insofar as they are mo 
tivated to be. 

Prime motivation is money. Un 
like salaried company salesmen they 
cannot be “told.” ‘Their attendance 
at meetings or other company acti 
vities is on a voluntary basis and a 
desire must be created to insure their 
participation. 

Most agencies handle two or more 
related lines. Generally speaking, the 
manufacturer’s major problem is not 
competition from other manufacturers 
of similar products. Rather, it is a 
constant effort to get the salesman to 
devote more and more of his time on 
the principal’s products. In order to 
do this, salesmen must be shown that 
they can make more money by this 
concentration otf eftort. 

Sales meetings can be a major tool 
in the accomplishment of this obje 
tive. Properly handled they can be 
Poorly 


meetings, on the other hand, can have 


very successful. conducted 


serious long-range effects—including 
failure to accomplish the desired goal 
of increased sales effort and poor at 
tendance at future meetings. 

In all modesty, we feel our meet 
ings are successful primarily because 
of two axioms kept constantly in mind 
during the planning stage. Although 
basic in their simplicity they are basi 
also in their importance. 


3 Base meetings around salesmen’s 
oo 
wants. 


2. Keep meetings informative but 
enjoyable. 
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Point number one is critical. Since 
our salesmen give their time (at con 
siderable personal expense) at our re 
quest, meetings must contain answers 
to problems and questions they have 
in mind. ‘Vo do this, several months 
prior to meetings, each salesman is 
surveyed by mail to determine what 
he wants discussed. 

Subjects that are mentioned most 
frequently are the ones upon which 
the meetings are based, often at the 
exclusion of topics home-office per 
sonnel feel important. Long exper! 
ence has shown that salesmen know 
what they need (who can better tell ?) 
and will respond favorably when it 
is given to them. In addition to sub 
ject matter, the survey also give 
salesmen an opportunity to state their 
preferences for dates and locations. 
Here again majority opinion prevail 
and meetings are scheduled accord 
ingly. 

Point 2 
but enjoyable) has been covered ey 


(keep meetings informative 


haustively by many meeting planners 
but again, we've discovered several 
techniques which have proven su 
cessful for us and may be helpful to 
others: 

1. Salesman’s personal comfort. is 
important. He is not used to sitting 
for long periods so provide comfort 
tables to 


lean) on gum 


able chairs write (and 
cigarettes fresh ice 
water, paper pencils. ur meeting 
are set up in classroom style with 
clean white table loths on tables 

2. Salesmen would rather talk than 
listen, so no talks over 45 minutes 
Provide 15-minute breaks every hour. 
Coffee in the morning, Coke in the 
afternoon. Allow (and encourage) 
plenty of time for questions and gen 
eral discussions. 


3. Use plenty of visual aids. No 
talk should go for more than 30 


ininutes without props of some kind 
to keep the salesman’s interest and 
ittention. We use movies and _ slide 
but depend most heavily on the Vu 
grat projector, his device hasn't re 
ceived its deserved popularity but is 
yaining ftavor,. Basically it is a unit 
which permits transmission of slides 
to a screen above and behind the 
speaker, Since it can be set up in ad 
vance and controlled entirely by the 
speaker, it can be used effectively and 
without any lost motion or interest 

4. Alternate serious subjects with 


lighter matters 


Interject humor o« 
Keep if 
sophisticated and handled by 
an expert 


5. Audience interest fades quickly 


wth a long schedule. Our meetings 


casionally but carefully, 


( lean, 


run two days: three hours each mor 


ning and afternoon, 


6. Show appreciation. Since this 
type oft salesman is in a high incon 
bracket, gifts or awards don’t nece 
sarily need to have great monetary 
value, But, set up reasonable sale 
goals and award those who meet or 
exceed, Sincere appreciation by the 
manufacturer to his salesmen should 
be shown and can reap good returns 
7. Meals are iMmMportant-——espe¢ ially 
Buftet permit the 
salesman to keep to his usual diet and 
handled quickly. ‘Too heavy 


lunches only guarantee a leep) (or 


lunch. lunches 


Can be 


sleeping ) audience for the afternoon 
program 

8. Prepare a detailed check list in 
advance for accomodations, props, 
Double check all at 
rangements before and during the 
meetings. Failure to do this will guar 
antee trouble, 

9. Ask their help in determining 
new products, setting priorities, estab 
policies, All 


reasonable requests should be granted 


s¢ hedules, aids. 


lishing new sales plans 


Re _@ } 
” sure enough responsible manage 
ment personnel Is on hand so COM 
mittments can be made. Be sure prom 
ises made are kept. 
; 

10. By conducting regional meet 
ngs we can keep groups to an aver 
age of 60 men. ‘This insures greater 


group participation allows Oppo! 


tunities for discussions of individual 
agency problems, and reduces man 

headaches involved in making ar 
It also allows the cla 

room style meeting room which 


consider 


rangements, 


sO important, 

These are the major points we’s 
found helpful. More frequently di 
cussed matters such as using compe 
tent, well-rehearsed speakers, well 
lighted and ventilated meeting rooms 
most certainly still apply. 


The End 
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You May Be Spending Too Much for Travel 


Airline route structures and stopover privileges offer many 


advantages for executives and sales forces. One ticket—a 


single coast-to-coast fare—can cover as many as 44 cities. 


There are tew bargains in busines 


today. But one big “buy” that few 
ales executives take advantage of is 
the multi-layover privileges allowed 
on first-class tickets. 

For instance, did you know that 
you could take a swing around the 
country to conduct local meetings 
cover aS many as 44 cities— on a sin 
gle ticket ? 


Suy one ticket round-trip, 
say from B 


foston to the West Coast, 
and you can plan a trip with stops at 
44 cities—stay as long as you like in 
any of these With a single 
ticket between New York City and 
Chi 


Cities 


go, you can cover between 14 


a 
and 25 cities 

Airlines offer a great variety of 
routings where stopovers are per 


mitted on a normal one-way or round 
trip ticket to the furtherest point on 
Most important ad 
vantage to this multiple city trip plan 


your itinerary. 


ning 3s the big saving in) money. It 
means, by careful trip planning, you 
can cover more areas 
markets 


Save money, 


more Cities and 
than you normally do, and 


An alert sales executive can make 
this facet of airline travel pay off 
handsomely. For instance, your sales 
force is called into Chicago to man 
your booth at a big show. ‘The show 
breaks on Friday and everyone heads 
for home. But, your men stay in 
Chicago over the week-end. During 
the week-end, they relax and attend 
a sales meeting. ‘Lhey go over all the 
contacts they have made at the show 
and an itinerary is made up for each 
man for his return trip home. Using 
the open-end of tickets which brought 
your salesmen to Chicago, your sales 
men plan to hit every city on the way 
home where a prospect lives. [Every 
prospect your men met at the show 
can be seen in person while the show 
and exhibit are still fresh in the minds 
of prospects, 

Seauty of this plan is that it costs 
you nothing extra except the two days 
for your man in the convention city. 
It gives you the opportunity to close 
all the sales possible that were stimu 
lated by the show. It provides a hard 
hitting follow-up to your exhibit ef 


forts. 
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Iwo big points to consider on this 
multi-stopover plan are: (1) you are 
not limited to a single airline — can 
use aS many as six or seven to take 
advantage of the route structures of 
them all; (2) you can change your 
itinerary enroute if you want to sub 
Stitute cities, 

With a single ticket to the West 
Coast from an Eastern city for each 
man, you can send a training team or 
show troupe across country, and hit 
just about every major market. Plan 
ning for such a trip is easy. 

Your airline ticket office will be 
happy to plan your itinerary with 
you. You can do it yourself by sim- 
ply gathering route maps of airlines 
and picking out the cities you want 
to cover. Plot out a circular route to 
cover these cities and you have a real 
travel bargain. 

Airlines realize that layover privi 
leges are one of the few factors that 
have not been taken advantage of by 
businessmen. ‘These layover privi 
leges were designed originally to offer 
trip flexibility and encourage more 
airline travel. 

Since travel costs are a major con 
sideration when planning any swing 
around the country by an executive 
or a meeting-planning staff, this 
multi-city plan opens many new op 
portunities to sales executives who 
have limited their plans because they 
do not know 


about or forget this 


travel privilege 
Many 


may want to consider a swing around 


times during a year, you 


the country: to introduce a new prod 
a change in marketing 
plans, revise franchise agreements, in 


uct, explain 


stitute a new training program, an 
With 
a carefully worked out itinerary, you 
can make the trip quickly and rela 
tively inexpensively. 


nounce new packaging plans. 


‘This same careful planning can be 
used by a sales force, whether it is 
going to or from an association con 
vention, your company sales meeting 
or a major exposition. 

A good idea is to plan a route to 
take in all the cities in which your 
company has an interest. Keep this 
plan in your desk so that whenever 


a trip is in the offing, pull it out and 
see how many places you might cover 
in addition to the one place you have 
to visit. Often, by extending your 
route a little farther than you need 
to go to make an important visit, you 
can add a half dozen or more cities 
to your route. 

Even on short trips for specific pur- 
poses, it may be wise to use stopover 
privileges and visit an extra city or 
two—all for the same price. By con- 
solidating your trips, you actually are 
away from your office less—and cer- 
tainly cut down your travel budget. 


Good Habit 


Get in the habit of planning multi- 
city trips everytime you think of leav- 
ing your home office. You might slip 
in a stop to the branch manager or 
customer that you have been meaning 
to see for a long time but never got 
around to it. 

In travel planning, you can have 
your ticket made out for all the stops 
you want to make or request an open- 
end ticket. The latter gives you an 
opportunity to change your interme- 
diate destinations quickly as you trav- 
el. 

As for reservations, generally, you 
have less trouble getting on planes 
that hop short distances than on long 
non-stop flights. “Thus, you do not 
have to reserve space long in advance. 

Something else to consider, it is a 
great deal easier to make reservations 
out of a convention city a day or two 
after a big convention breaks than on 
the meeting’s last day when transpor- 
tation is taxed. So you have an addi- 
tional advantage to a hop-skip-and- 
jump route home. 

Often the advantages of stopover 
privileges hit you dramatically when 
you learn of them. For instance, one 
executive who travels extensively 
throughout the East, regularly flies 
between Philadelphia and Pittsburgh. 
He never considered a trip to Wash- 
ington, D. C., as part of his east to 
west trip Washington is over a 
hundred miles to the south — but yet, 
he can cover this important city to 
his company on the same ticket which 
takes him between Philadelphia and 
Pittsburgh. 

You can be fooled into thinking 
you are now getting your money’s 
worth by ignoring cities that seem 
far off your course. Yet, these cities 
very well may be stopover points al- 
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Sample Itineraries 


New York City to Miami 
($145.80 plus tax) 


New York City 
Atlantic City 


- Greenville 


Macon 
° aaa 
a 
SS Peterchere 
Miami 
. West Palm Beach 


jando 
. Daytona Beach 
. Jacksonville 


24. Philadelphia 


Philadelphia to Houston 
($173.90 plus tax) 


. Philadelphia 
Rochester 
Buffalo 
Detroit 
Flint 
Saginaw 
Lansing 
Grand Rapids 


Kansas City 
. Wichita 
. Oklahoma City 


es ed 


. Waco of 
18. Houston 13 9 
19. New Orleans 

20. Birmingham 

21. Atlanta " 

22. Asheville \ 
23. Charleston \ 
24. Wheeling 

25. Pittsburgh e's 
26. Washington "7 
27. Baltimore 


Boston to 
$318.4 

1. Boston 

2. Hartford 

3. Springfield 

4. Albany 

5. Syracuse 

6. Rochester 

7. Buffalo 

8. Cleveland 

9. Akron 

0. Columbus 

1. Dayton 

2. Cincinnoti 

3. Louisville 

4. Nashville 

5. Memphis 

16. Dallas 

17. Fort Worth 

18. El Paso 

19. Tuscon 

20. Phoenix 

21. San Diego 

22. Les Angeles 

23. San Francisco 


——s--- 


es NS 


3 
33. New York 
34. Providence 


Philadelphia 
City 


SOURCE OF FACTS 


Sample routes shown on maps as well as 
data for this article were supplied by 
Rolfe R. Shellenberger, sales representa- 
tive, American Airlines. (Routes shown in- 
vo've seven airlines.) 


ous route, and then hand it to your 


lowable on your route. 
So take some time to spot your key airline office or representative for a 
cities on a map, work out a continu- flight plan. You may be saving your 
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. Dallas 2 
. Fort Worth a 


San Francisco — 


company money and yourself a great 
deal of time with a route plan made 
to order. The End 
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ADVERTISING CUSTOMERS were invited to let their hair down and criticize INTERVIEW TECHNIQUES are demonstrated by re- 


Tribune sales methods. Panel made suggestions on how to sell the stores search and marketing staff members in dramatic skit. 


“Tribune” Sparks Creativity with Variety 


Chicago Tribune holds 15 separate sessions to educate, dow". to brass-tack problems of each 


individual sales division. But all 15 
train, entertain and inspire advertising sales personnel. —mectings and workshop sessions also 
ontributed to the over-all purpose of 
the convention—to remind salesmen 
that The Tribune's present position 
you wan men to sell cre niques to liven up its 1957 advertising of leadership was achieved through 
ively i've got to practice creatiy sales convention. Approximately 400 creativity, and that more creative 
not prea h it epresentatives of the newspaper's ad salesmanship will be needed to stay 
‘This is the theory being put into vertising divisions attended some 15 on top of the heap and rise to greate: 
practice by W. C. Kurz, advertising eparate meetings and workshop ses heights in the future. 
manager, Chicago Tribune. ‘Yo con sions during a two-week period. 
ince the newspaper advertising our of these meetings were de Purpose of Meeting 
iles staff of the need for more cre igned to educate, entertain and in 
itivity in thei iles ettort The Tri pire all advertising sales personnel. This purpose was highlighted by 


hune used a series of dramatic tech Orhers were more specific; they got Chesser M. Campbell, publisher and 


GENERAL DISPLAY advertising division invited executives from other W. C. KURZ, ad manager, presents "Cassie" for future 


departments to sit in on workshop sessions to discuss mutual problems. accomplishments to C. A. Corcoran, circulation director. 
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DEPARTMENT - 
STORE 2 
SHOPPING ae 


THREE CHARACTERS portray role of research <taff in selling TOUGH PROSPECT tells Tribune salesman he has all the 


answers 


president of The Tribune Company 


in an address at the bang let meeting 
which climaxed the newspaper's con 
vention. Campbell capsulized Th 
Tribune's growth in i quotation 
from the 1922 convention progran 
which he said is just as true today as 
it was 35 years ago when he joined 
The Tribune organization: 

The Chicago ‘Tribune is full of 
fig? t and fire after 75. strenuous 
vears. Decades have given The Tri 
hune pre tive ind experience but no 
hardened arteries. Past triumphs in 
journalism and advertising are con 
sidered by The Tribune force merel\ 
as ind itions of the yreatel achie ve 


ments possible in the future 


Keep Salesmen Alert 


One of the ways in which Th 
Tribune has managed to keep its 110 
eal old arteries tron hardening ac SONG AND DANCE team from all employe show salute 1956 accomplishments 


ording to W. C. Kurz, ad manage 


LUMBER 4 


+- & BUILDID 


ANOTHER HEAD sits in on research department brainstorming CHICAGO MARKET is bigger than Texas whoppers says research staff 
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is through the annual conventions 
which are designed to keep the sales 
man alert to new opportunities that 
constantly changing patterns of ad- 
vertising and marketing offer to him 
and his customers. 

Kurz points out that Tribune men 


and women who sell advertising make 


more than a million personal or tele- 
phone sales calls a year. The con 


vention helps acquaint these people 


with facts and te¢ hniques that makes 
more of these sales efforts pay off. It 
also gives members of the research, 
stafis a 
chance to explain assistance they offe1 
sales personnel. And it reminds sales 
men that they are associated with a 


promotion, and creative 


successful medium that can be made 
even more successful, Kurz says. 

To remind salesmen that they need 
to be creative all year long, The Tri 
bune’s 1957 convention prescribed a 


code for Joe, the salesman. This five- 
point code told each representative 
that in order to achieve his 1957 


goals, he must: 


i. Think creatively about the ad- 
vertisers problems and about oppor- 


tunities in selling The Tribune. 


2. Be resourceful — make himself 
the most important part of every job. 
3. Develop a personal philosophy 
about the market, advertising and 


The Tribune. 


4. Organize his time, plans and ap- 


proaches, 
5 . and 


oe about 
THINK BIG! 


Change of Pace 


‘To sell this creative code to 


salesmen, The Tribune employed cre 
ativity in the scheduling and presen 


your convention 


EARL F. CAMPBELL 
Manager 


headquarters in 


500 pleasant guest rooms 
. air-conditioned 

Ball Room seating 1000 

plus 10 other modern 

meeting and function 

rooms. 


your convention 
headquarters is the 


LAWRENCE 


100 rooms... Erie's largest ballroom, 


seating 750.. 


ample additional meeting 


J AUSTIN FLANNERY 


and function rooms to meet your every 


requirement, 


ha 
UE 


Manager 


EVERYTHING THAT TRULY GOOD HOTELS CAN OFFER 


Yours for the asking... 
Mr. Meeting Executive! 


everything, 


tation of its convention meetings. Va- 
rious techniques were used to provide 
a change of pace and liven up the 
meetings. 


Musical Salute 


A 90-minute musical comedy was 
produced to salute salesmen’s 1956 
accomplishments and outline 1957 
goals. The singing, dancing and act- 
ing talent was supplied by amateurs 
from within the sales departments. 

Wives of salesmen were invited to 
an open-house meeting, cocktail party 
and buffet supper, to show them how 
and where their husbands spend their 
time and earn their salaries and com- 
missions. 

Market facts were dramatically 
presented by the research manager 
and one of his assistants, dressed up 
like cowboys, comparing Chicagoland 
market facts with tall tales about 
‘Texas. 

Other general and divisional meet- 
ings presented facts and solved prob- 
lems by using dramatic techniques, 
brainstorming, panel discussions, etc. 
offering participants a mixture of 
carnival-type presentations and _ seri 
ous discussions by Tribune executives 
and other business experts. 

Whether or not The Tribune's 
1957 approach to its sales convention 
was successful in informing and in- 
spiring salesmen to greater creativity 
is a question that won’t be answered 
positively until the newspaper counts 
up its agates at the end of the year. 
But this much is certain now. The 
convention gave the sales staff a good 
start in the right direction by supply 
ing a healthful dose of education and 
enthusiasm. In the words of one 
Tribune ad man, “It makes you feel 
that working for The Tribune is like 
being born in Texas, playing baseball 
for the New York Yankees, and 
fighting for the U. S. Marines.” 

The End 


We've prepared a limited quantity of reprints of “A 
PRIMER FOR INDUSTRIAL SHOWMANSHIP”, 
an article we recently did for Variety, the Bible of 
Showbusiness. This little piece treats some of the 
ABC’s of conventions, sales meetings and industrial 


We think you'll enjoy reading it. 
your request on your letterhead to 


ALAN M. FISHBURN 


Productions 
333 Nerth Michigan Avenve 
DEarborn 2-0657 


Address 


Chicago 1, Illinois 


perform. 


> shows with a liberal smattering of humor. 


In addition, it will acquaint you with the calibre of 
the clients we have been serving since 1948, and pro- 
vides pertinent information about the many PER- 
SONALIZED SHOWMANSHIP services which we 


— 
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Avvilahle-No Chatge 


Now you can add an expert to your staff to handle one of your 


important problems . . . at no cost to you. 


The problem of finding the right location for those important sales 
meetings or other group functions can be handled by one of the 
country’s most qualified and respected hotel experts. He directs 
a staff of specialists trained to find exactly the facilities you need. 


Howarpb F. Ducan knows sales, knows hotels, and knows what 
meeting planners need. His organization is geared to give you im- 
mediate and personal attention for all your meeting-site problems. 


HOW CAN IT BE DONE FREE? 


You pay nothing. Howarp F. Ducan, 1Nnc., works with the finest 


hotels to get the best possible facilities at the most reasonable 
cost. You will probably pay less if you take advantage of the 
services of Howarp F. DuGan, INC. 


Try this service next time you plan a meeting. A letter or call 
will secure the services of a hotel-facilities expert... No obligation 


and never at any cost to you! 


For Information 
and Reservations 
write or call 
any of our offices 


SALES CONSULTANTS 


IN NEW YORK IN CHICAGO IN WASHINGTON, D.C. 
230 Park Avenue 77 West Washington Street 927 15th Street, N. W. 
MUrray Hill 40004 CEntral 6-3446 District 7-1188 


Hotel Corporation 
of America 


A. M. SONNABEND, President 


+. 
A select group 
of the nation’s 


finest hotels 


Superbly equipped 
and staffed to provide the 
most complete Convention 

Service to be found in 


America. 


NEW YORK 


Hotel Roosevelt 


WASHINGTON 


The Mayflower 


CLEVELAND 


Hotel Cleveland 


CHICAGO 


Edge water Beach Hotel 


BOSTON 
Somerset Hotel 


Write Harold J. Lakrenere 
for complete information 


Edgewater Beach Hotel, Chicago 
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MARILYN MONROE and hubby give Globe salesmen (one shown on right) extra thrill as 


they share same plane to Jamaica—Marilyn to rest, salesmen to attend sales meeting. 


Meetings Going Farther 


Trend seems set. Sales meeting planners are taking their 
groups greater distances. Foreign travel puts extra excite- 
ment into normal meeting, Globe tries it and plans a repeat. 


(jrowing trend to work-and-play 
meetings at resort hotels was carried 
one step further by Globe Lighting 
Products, Ine New York-based 


lighting ixture manutacturet packed 


off its 30 regional sales representa 

es to sunny Jama a for a three-da 
ale meeting last January. 

Flown from all over the United 
tates and Canada, salesmen stopped 
off in New York City for a prelimi 
nar meeting at (;lobe’s showrooms 
where they viewed the 1957 line. In 
iddition men received briefing o1 
COMpan ales promotion advertising 
and distribution plans tor 1957 

Highlight of the New York stoy 
over Was the company award dinnet 


where prizes for a three-month sales 


ontest was presented, Contest fea 
red three categories, with prizes 
rong to man with highest sales, man 
who topped his sales quota by highest 
margin, and salesman who opened the 
most new accounts, lop prize was a 


week’s vacation for two in Nassau 


Next day salesmen departed for 
Jamaica’s ‘Tower Isle Hotel via Pan 
(American Airways. Departure excite 
ment was heightened when salesmen 
discovered Marilyn Monroe would 
also be on the plane. (One salesman 
managed to have his picture snapped 
with the curvaceous blonde. ) 

During the three-day stay salesmen 
sandwiched in golf, swimming and 
sightseeing between regular sales meet- 
inys. 

Says John Kelly general sales man 
iger, who planned the Jamaica meet 
ing, ‘‘We wanted to do something fo 
our men that they will never forget 
We feel our experiment was 1,000% 

iccesstul, We accomplished more 
painlessly, than we could have done 
amidst stresses and strains of the 
standard sales meeting.” 

enthusiastic company planners are 
already at work on next year’s meet 
ing with tentative plans calling for 
a longer trip to a “far away place.” 


The End 
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FOR CONVENING 


* 21,000 square foot convention 


hall seats 5,000. Banquet 
' a. accommodations for 3,500, 


with special Convention Kitchen 
THE NEW MIAMI . seen square feet of 
‘ a th ee i f exhibit space 
| DEAUV ILLE | CONVEN TION-GRAM | Beck * 15 ae modern meeting rooms 
\ HOTEL Fa | FLORIDA . .0 pitta in te plus 


—_ numerous press rooms and 
work shops 


* Special hydraulic lift for 
NEWEST AND GRANDEST STOP (AT THE DEAUVILLE) , 


heavy exhibits 


¢ Complete visual aids and 
equipment 


2 BLOCKS OCEANFRONT LUXURY STOP (AT THE ¢ Vast storage and display space 


; * Experienced convention staff 


DEAUVILLE) ULTIMATE IN CONVENTION FACILITIE FOR CONVIVIALITY 
¢ Cabana Colony, 2 king-sized 
— swimming pools 
AND CONVIVIALITY STOP (AT THE DEAUVILLE) 


# 9-hole short golf course 

* Roof-top helicopter landing deck 

: A 15 YOO ; 

: * CONVENTION HALL 2 5 00 ® Two nightclubs — top-named 

F 000 SQUARE FOOT CONVENT! entertainment 

21, , THE ® Unique indoor ice-skating rink 

stop (AT ¢ 3 gracious dining rooms, 
superb cuisine, Modified 


yING BUS INE American or European Plan 
CT sport FOR Mik? : © Coffee shop, popular prices 
pERFE ied * Exclusive shops 
' now ® Parking for 1,000 cars 

pEAt vill E) * 600 elaborate guest rooms, 

>» (AT THE © 50 suites, 100 “Lanai” suites 
cIIRE ° TO! ST Tor ‘ ® Air-conditioning throughout, 

PL ZAS\ * of course 


i  Leauville... 


67th to 69th Street on the Ocean, Miami Beach, Florida 


FFT TT 


A NEW ERA IN 
CONVENTION CONCEPTS 


ere ASHI tES 


a. 
_—_ 
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Business 


... when 
meclings ... conferences 
...forums are held at 


HMistoric 
Williamsburg 


Virginia's restored colonial capital 
offers an ideal setting for top-flight 
mectings and conference groups in 
all seasons. The Williamsburg Inn 
& Lodge are now joined by a great 
new modern facility, the Williams 
burg Motor House, to provide fine 
accommodations for groups up to 
100 persons 

Conference delegates and their fam 
ilies can combine business with an 
enjoyable holiday in the eighteenth 
century city. Tours of the famous 
historic buildings, craft shops 
plantations, gardens, the carriage 
rides, and complete recreational fa 
cilities combine to promote full at 


tendance lor meetings at 
WILLIAMSBURG 
INN & LODGE 


AND 


MOTOR HOUSE 


hor booklet and information write 
William FE. Bippus, Hotel Sales Manager 
Williamsburg, Virginia or call New York 
Clrcle 66800; Washington, ENecutive 

$4481; Chicago, MOhawk 4-5100 


SBOBESBSBSBE? 
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isa pleasure 


Are You 
Guilty of 
“Hijacking”an 
Audience ? 


How far should a speaker go to plug his company and 


product at an association or club meeting? Where do you 


draw the line for good taste? When you invite a speaker, 


how should you handle commercialism at the rostrum. 


BY HARRY R. WHITE 


Executive Secretary, Sales Executives Club of New York 


Just how far should a speaker go 
to plug his company or his product in 
presentations at association or other 
group meetings? ‘hat question has 
puzzled speakers—and those who in- 
vite speakers ever since the first 
business man was asked to address 
the first meeting of the first business 
guild. 

It's not a question to which you 
can give a pat answer. I have heard 
thousands of presentations over the 
years. Some of them were essentially 
a sales pitch from beginning to end, 
but so skillfully done that the audi- 
ences had no complaints on the score 
of “commercialism.” On the other 
hand, I’ve seen speakers spoil a per- 


fectly good talk with just one clumsy 
injection of a sales pitch, usually per- 
formed in a pseudo-embarrassed or 
arch manner calculated to get a laugh 
from the audience. 

Organizations that invite speakers 
to make presentations especially 
when no fee is involved must bear 
in mind that these good samaritans 
usually work for companies that give 
them time off to make speeches for 
one reason only: it might do the com- 
pany some good. ‘To attempt to 
squelch the commercial credits com- 
pletely would only tend to make it 
more difficult to get such speakers. 

However, clubs and_ associations 
must be on guard against the occa- 
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sional speaker who will abuse the hos- 
pitality of his hosts with unbridled 
commercialism. Here are several ways 
to avoid the “plugger’’: 


To Avoid “Plugger" 


1. Ask managers of other clubs or 
associations to tell you which speakers 
have done the best jobs for them on 
the subjects you're interested in. 

2. Where you feel you want one 
specific man to do the job, but can't 
get a line on his platform manners 
try this tactic. Have someone outside 
of your immediate organization call 
the man’s secretary, explain that there 
had been an inquiry about Mr. 
Blank’s availability as a speaker and 
about the organizations he had ad- 
dressed recently. A check with these 
organizations by telephone will give 
you the information you want. Re- 
member that few will want to give 
you an_ unfavorable 
speaker in writing. 

3. Ask your prospective speaker to 
give you an outline of what he plans 
to talk about, or, if possible, interview 
him person to person. The person-to 
person interview especially will tip 
you off as to any ideas he may have 
about “hijacking’’ your audience. 

But you must bear in mind that 
there is a fine distinction between 
commercialism and the speaker mak- 
ing reference to his company or prod 
ucts or services. Many a presentation 
would be quite worthless without 
case-history material the speaker gives 
directly 
ence. 


reaction to a 


out of his 
Also, many business 
speeches of our times, especially in the 
selling field, contain what might be 
labeled commercialism, in varying de 
grees. But it is so deftly handled that 
the audience enjoys it. As I’ve im- 
plied before, it’s all in how it’s done. 

For instance, here are some well 
known speakers who know how to 
handle it: 

Harry Lemmons, president, Salad- 
master Corp., Dallas, Texas, in his 
talks before selling groups, puts on 
the actual sales pitch for his unique 
kitchen gadget to show how his sales 
men do it. The two times I heard it, 
the audience gave him a rousing ova 
tion, some even dashing with 
$29.95 for one of his products. 

Gene Flack, sales counsel and di- 
rector of advertising, Sunshine Bis- 


company experi 


1 ° 
CiaSsiIc 


up 


cuits, Inc., in his speeches reminds 
you from time to time that Sunshine 
is his sponsor and Sunshine biscuits 
But Gene is a master of 
platform humor and his “commer- 
cials” get good-natured yuks. An- 
other speaker who didn’t have the 


are good, 
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magic touch might rub his audiences 
the wrong way. 

Dr. Kenneth McFarland, 
numerous platform performances are 
sponsored by General Motors Corp. 
and American ‘Trucking Association, 
makes only fleeting mention of his 
sponsors, But everyone the 
room after a McFarland talk feeling 
grateful to GM or ATA for making 
such a fine speaker available 


whose 


lea\ es 


N. J. Leigh, chairman of the 
board, Einson-Freeman Co., has been 
touring the nation in recent years 


with a presentation on point-ot-put 
chase selling which is essentially a 
display of his own company’s litho 
graphed productions. Yet it is so 
directly and dramatically done, with 
frank comments about the results o1 
lack of results of each that 
many organizations have invited him 
back two, three and four times. 

H. B. “Doc” Sharer, sales promo 
tion manager, United States Rubbe: 
Co., as part of his platform perform 
ance which has been given at sales 
rallies and conventions from coast to 
coast, pulls down a giant picture of a 
U.S. Royal tire and salaams in front 
of it on his knees, to the delight of 
his audiences. His presentation is 
essentially a demonstration of how 
U.S. Rubber salesmen are trained to 
dramatize hidden values in the prod 
uct. I have yet to hear anyone sug 
gest that he should omit the 
ences to his product’s virtues, 

Eugene B. Mapel, vice-president 
Barrington 
consultants, gave a 
“How to Choose a Management 
Consultant.” If ever a_ talk was 
loaded with potential dynamite for a 
speaker, this one was. One false note 
and Mapel’s goose would have been 


piece, 


reter 


Associates, management 


talk entitled 


cooked with many of his hearers. But 
he adhered rigidly to his subject, 
told the things to watch for and 


watch out for in hiring a consultant 
and described the limitations as well 
as advantages of consultants. Neve 
once did he refer, even humorously, 
to his own virtues those of 
firm. Yet the left 
oughly sold on Mapel as a 
highly competent 


or his 


audience thor 
sincere 
and professional 
man. 

For the speaker who may not have 
had the experience of men su h as 
or who finds 
that he’s not invited back for a return 


engagement often enough 


I’ve mentioned above 


here are 
some rules of thumb about commer 
cialization in presentations: 


1. Don’t hesitate to refer to your 
company or product experience — or 
your own professional experience — if 


it helps to illustrate a point in your 


talk. 


—— 


convention \ 


Year-Round 


OF MASSACHUSETTS 


: i TSI <tRsh 


The perfect 


setting for success- 


ful conventions . . . large or small, 


The Berkshire Hills, site of the 
Tanglewood Festival, offers un- 
excelled hotels and resorts, all 


sport facilities, theatres, museums, 
and art galleries. Ideally located 
. . » 135 miles from New York 
and Boston. 


for complete information on 


group meeting facilities in the Berkshires, write 


CONVENTION SECRETARY, 
BERKSHIRE HILLS CONFERENCE, 


IDENTIFICATION 


BADCES 


ADVERTISING BUTTONS 


SOUVENIRS _ 


Advertising Specialties 


BIG LINE, attractive, useful and prac- 
tleal items. Key Tegs, Rulers, Card 
Ceses, Pocket Knives, Thermometers, 
Tepe Measures, Spinning Tops, Clothes 
Brushes, Pocket Mirrors, Computers, 
Calculators, Calender Cards, Blotters, 
Signs, Letter Openers, and many other 
clever speciaities for every occasion 


WRITE for catelog, samples, ead 
prices, stating probable quantities 
required. 


PARISIAN _ |: 
NOVELTY COMPANY 


3510 So. Western Ave. 
Chicago, Ill. 
Manetacturers Since 1897 


0 ine t a little ile 
humorousl inle it is essential to 
he development of your talk 
3. Remember ou are the invited 
ruest of a Caf audience. ‘[hat 
little pl y 101 0 prod ict your 
ervict our latest book inless it 
done with extraordinar skill will 
be considered by many a breach of 
rood taste Remember, members ot 
our audience are not stupid ‘The 
know who you are, what products o1 
ervice ou ell what books you ve 
vritten, how good you are. Wasn't 
t all in the meeting promotion the 


the chairman's in 


‘J hat’s 


program notes or 


troduction ? where the plugs 
belong 

4. Don't pass out promotional lit 
erature or gimmicks unless they bea 
directly on points made in your pres 
entation. 

5. Remember, what pays off for a 
speaker are the nice things the audi 
ence remembers about him and about 


his talk. 


to throw in 


If you can’t resist the urge 


just one little comme1 


cial, you may be remembered in pet 
“that speaker who got up 
at our meeting and plugged his prod 


like elephants, sel 


petuity as 


icts.”’ Audiences, 


~ To bea be 
mn 1 and 
. + tr entert ent 
* Why not let us make entertainment work for you? 


0 


13 W 57th St., N.Y.C JU 6-3045 


Suburban Sta. Bidg., Phila... 


HOWARD LANIN MANAGEMENT INC. 


A World of Entertainment 


LO 4-0738 


dom torget — especially the unfavor- 
able things. 

And now, how can program chair 
men handle speakers so as to avoid 
the possibility of their injecting com 
mercials into their presentations ? 

Here are a few points to bear in 
mind that might be helpful on that 
score: 

1. Talk to the speaker beforehand 
by telephone or face to face on the 
subject matter he intends to cover. 
This will usually uncover any intent 
he might have about injecting com- 
mercials, 

2. If you suspect that he might 
have intent, tell him: “Mr. 
Blank, we hope you won't hesitate to 
use your company’s experiences in 
illustrating your presentation, as I’m 
sure you appreciate the fine distinc- 
tion between plugging your product 
and using it for example. Our audi- 
ence is particularly sensitive to any 
so-called commercialization in presen 
tations, and we want you to be sure to 
get the very best audience reaction.” 

3. Ask your speaker to give you 
facts about his company, his products, 
his services, so that you can give a 


such 


good account of them in the advance 
promotion, the program and_ the 
chairman’s introduction. That’s the 
place where plugging can be done 
without raising the hackles of the 
audience. As a matter of fact, many 
speakers who slip in commercials do 
so because their hosts have neglected 
to do this in advance. 

As I’ve said before, if you didn’t 
pay your speaker his full fee and ex- 
penses, either his company is footing 
the bill or he is himself. And the only 
way he can get back his investment 
in time and effort is through the com 
mercial benefits he may derive from 
his appearance. 

One final word of advice to pro- 
gram chairmen. Don’t feel that the 
speech or presentation was a failure 
because a few thin-skinned members 
of the audience complain that “it was 
too commercial.” You'll find them in 
every audience sensitive, chip-on- 
shoulder guys whose eardrums vibrate 
every time the speaker 

sort of reference to his 
products or services. 


overtime 
makes any 


In the final analysis, it’s a matter 


of good manners on both sides. Pro 
gram chairmen, let your speaker 
know what your audience wants to 


hear and what it doesn’t want to hear, 
then treat him like the president of 
General Motors or U.S. Steel in 
build-up and introduction. Speakers, 
remember the words of Fielding, 
“thy modesty’s a candle to thy merit” 

especially when you're in front of 
an andience! The End 
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CHALFONTE-HADDON HALL HOTELS 


Atlantic City, N. J. 


om Offer you a low-cost 
sales incentive “travel” plan 


Stateside “visits” to 


THE CARIBBEAN 
PARIS, FRANCE 
THE SOUTH SEAS 


January, February, March 1958 


Sales incentive travel plans are all the rage. But there are 
two things wrong with most of them. If the prize is a trip 
to some spot in the United States, you risk the chance that 
many of the winners have been there already. If it is a 
prize to some exotic foreign land, the cost may be out of 
proportion to the good derived. 

Chalfonte-Haddon Hall has the answer to both these 
problems. For some years, the hotel has been staging 
special parties during January, February and March in 
which guests of the hotel are in imagination whisked away 
by magic carpet to such far-off places as the Caribbean, 
Paris, and the South Seas 

Here’s how it’s done. Through the magic of famed 
designer Cleon Throckmorton, a lounge floor of Chalfonte 
Haddon Hall Hotel is transformed into an authentic bit 


Native dancers, flown in from the islands for the Caribbean Carnival, 
lend their exotic dances and rhythms to the festive air of the occasion 


of the Caribbean, Paris, or the South Seas. More than a 
mile of scenery is specially created by his deft art to give 
the illusion that you have left the United States for some 
exotic tropic island or the magic allure of Paris. Through 
the cooperation of Howard Lanin Management, famed 
talent agency, natives are flown to Atlantic City to lend 
authentic flavor to the entertainment. And through the 
cooperation of United Air Lines and Air France, native 
flowers, foods and treasures from the shops of these foreign 
lands are flown in. These are offered for sale in replicas 
of the original shops 

For three days and two nights there is a continuous 
round of gaiety, all keyed to the particular foreign land 


that is the theme of the party 


There's 


more 


“4 de, meee eee ee ee ee ee ee eee 


i FIRST CLASS 
PERMIT NO. 277 
ATLANTIC CITY, Wd 


—— 


BUSINESS REPLY CARD 


No Postage Stomp Necessary if Mailed in the United States 


POSTAGE WiLL BE PAID BY 


Leeds and Lippincott Company 
CHALFONTE-HADDON HALL 


Atlantic City, New Jersey 


1 A cruisé through the Caribbean. A 

stop-over or a West Indies island with 
its exciting calypso dancing and singing, steel 
bands, and haunting drums. Our Caribbean 
Carnival was one of the first of these parties 


and continues to be one of the most popular. 


A tour through the famed Mont- 

martre section of Paris. A visit to the 
Moulin-Rouge and the Caveaux. A stroll 
down the Champs Elysées with its quaint 
sidewalk cafes. An invitation to go back- 
stage at the fabulous Folies-Bergére. 


Here, for example, are three foreign travel trips available as sales incentive prizes in packaged weekend programs 
at low cost at Chalfonte-Haddon Hall. 


A Polynesian festival in the South 
Seas starting with a luau, or native 
feast, featuring poi, pork wrapped in ti 
leaves, and octopus. Native entertainers and 
exotic island flowers are supplied from the 
Pacific islands by famed Tutasi Wilson. 


During the past several years, these 
holiday packaged travel tours have been 
used as an integral part of many suc- 
cessful incentive programs. Following 
are some of the ways in which they are 
used to spark enthusiasm. 


~a Weekend in Paris—is here shown in full 
swing. Paris has its “native dancers,” too, and in this cafe it's sometimes 
difficult to tell guests from entertainers, for everyone has such a good time. 


The Frivolités Frangaises 


Consolation Prizes—Not that we think that the 
holiday parties need take a back seat, but they 


> Kick-Off Meetings—An incentive program with 


travel tour prizes gains impetus by its announce- 


ment meeting being held in a similar party 
setting. The desire to “see the real thing” seems 
to spur on salesmen and help get the program 
off to a flying start. 


incentive Sales Meetings — An increasing number 
of companies are currently holding incentive sales 
meetings here at the hotel. Salesmen who reach 
certain goals or sales quotas are invited to 
attend at company expense. These unusual 
parties add spice to the program and incentive 
for the salesmen. 


Booster Prizes—Midway in any incentive pro- 
gram there is a natural tendency for the program 
to lose impetus and for salesmen to coast a bit 


have been successfully used to reward the ‘also 
rans," who produce enough to warrant credit but 
not enough for an extended foreign tour. The 
economical holiday package tour just fills the bill. 


Convention Banquet—Each of the holiday parties 
features a feast indigenous to some foreign land. 
For example, the South Seas party has its luau; 
the Caribbean Carnival its West indies feast; the 
Parisian party its saucy French dinner. Many 
companies have found these meals, the enter- 
tainment and atmosphere, a welcome departure 
from the formal banquet. 


Company Milestones— We at Chalfonte-Haddon 
Hall have often entertained companies and their 


A popular feature of the South Seas 

Weekend is a native luau. This is an on past accomplishments. Companies have found guests with our holiday package parties on their 
hours-long feast in which native dishes that the Chalfonte-Haddon Hall holiday package anniversaries, upon announcements of new prod- 
are expertly prepared under the direction makes an excellent bonus prize—puts extra push ucts, at distributor meetings, and on the occasion 
of native chefs into the incentive program when most needed. of other important events. 


| am interested in obtaining further information about your 
Party in connection with 
which would 


(kick-off meeting, sales incentive, etc.) 


involve about_____ persons. 


Please send information about available dates, rates and other 
information. 


N Title 


Address. 


All three of the Chalfonte-Haddon Hall holiday pack- 
ages are available to company or association groups 
and can be restricted to their own guests. They can 
also be modified to fit the elaborate needs of the largest 
of groups or the intimacy of small gatherings. Individual 
prize winners of incentive plans can be accommodated 
on the weekends when the parties are scheduled for 
our regular guests. The holiday tours are offered as all- 
expense packages which include food and accommoda- 
tions, hotel facilities, sight-seeing tours, sports, tips and 
taxes. And also such things as “travel tickets’—for the 
illusion of reality 


Write for detailed information now 


CHALFONTE-HADDON HALL HOTELS 


ON THE BOARDWALK + ATLANTIC CITY, N.J. 
Telephone: Atlantic City 4-0141 
Member of dy Distinguished Hotels 


First contest results prompt repeat two months 
later. Bottlers place 10 times as many vending 
machines during contest than in similar period 
year before. First contest means sale of millions 


of cases of Pepsi-Cola from machines in '57. 


COVER 


Pepsi-Cola bottlers are ‘Going 
Places” in a combined incentive travel 
and merchandise contest that follows 
a similar contest a few months ago. 

As a result of the “Going Places” 
contest—Oct. 1 to Dec. si. 1956 
Pepsi-Cola advises its stock holders 
that it will sell ‘‘several million addi 
tional cases” of its product in 1957. 

This first contest for Pepsi’s bot 
tlers was so successful during the 
slowest period of the year that it has 
been repeated during the March | to 
May 31 period. 

Pepsi's incentive contest is designed 
to stimulate placement of vending ma 
chines throughout United States. It 
includes incentives for both its fran 
chise bottlers and their employes. Sev 
eral angles of this contest are novel. 
One, bottlers have a wide choice of 
places to go as winners—from a week 
end at a nearby resort to a trip around 
the world. Second, anybody employed 
by the bottler is eligible for the con 
test if signed up by the bottler. While 
aimed at route salesmen, even secre 
taries or clerks at the bottling plant 
can win prizes for their salesmanship 
in signing up locations for vending 
machines. 

Complete title of this contest is 
‘Going Places with VIP's.” VIP is 
used as Vending Incentive Program, 
Vending Is Profitable, Very Import 
ant Progress, Vendors Increase Prof 
its, Vigor in Promotion, Verify Its 


SM/MAY 3, 1957 


Pepsi May Be Wedded 
To Incentive Travel 


OF BROCHURE distributed 
to bottlers’ employes to explain con 
test and 


to picture prizes offered 


Potential, or whatever play on the 
VIP initials bottlers can devise to 
stimulate their employes. 

Contest, developed with Belnap & 
‘Thompson, Inc., incentive specialists, 
is a two-pronged campaign to put 
more vending machines in use. Bot 
tlers are offered trips if they buy 
vending machines, and their employes 
are given merchandise and a special 
trip prize for placing these vending 
machines in service stations 
plants or anywhere else that has 
traffic. 

If a bottler buys 600 machines, he 
and his wife get a 32-day trip around 
the world. Purchase of 500 machines 
entitles the bottler and his wife to 
spend 28 days touring South America. 
‘Tour of Europe for two is the reward 
for buying 400 machines; 18 days in 
London, Rome and Paris is offered 
for purchase of 300 machines; 250 
machine purchase earns 14 days in 
London and Paris; 10 days in Hawaii 
or a week in Paris goes with a 200 
machine purchase; 14-day island-hop 
ping trip through Caribbean is re 
ward for buying 150 machines; 100 
machines pays off with seven days in 
Miami and Miami and 
Havana; seven days in Bermuda fo: 
bottlers east of Mississippi or seven 
days in Phoenix, Las Vegas or Sun 
Valley for bottlers west of Mississippi 
is prize for purchase of 50 machines 


stores 


Nassau or 


while Y machine purchase earn i 


INCENTIVE 


{ THIS 
>. IS FOR ME 


a 


i choice of resort 


our-day holiday if 
within 300 miles 


All trips are for husband and wite 


ot a bottler’s home 


and include first-class air transporta 
tion to and from the home town 
hotels 
bottler can’t travel, he has a choice 
from Cadil 


I'V sets 


meals and sightseeing. If a 
of merchandise prizes 
lacs and sports cars to color 
boats and power tools. 

Complete flexibility is built into 
this contest. If the bottler earns a big 
trip, he can, if he prefers, take several 
smaller trips instead or give some ol 
the smaller trips to employes or fam 
ily. ‘Thus, bottlers can build an added 
incentive contest within an incentive 
contest, be ause employes earn point 
toward merchandise or national prize 

trip to New York City’s Waldort 
Astoria or Hollywood Roosevelt on 
the West Coast. 

I-xtra incentive is built into the 
contest because bottlers compete not 
only for through 


individual prizes 


machine purchases but for 


bigge 
prizes through saturation of their te 
ritories, 

Pepsi-Cola has eight regions. Bot 
tlers in each region compete for a 
10-day trip to Mexico for placing the 


most machines on a per capita ba 


in their regions, Way it work t 
bottler places 100 machines in an 
area of 100,000 people, he has one 


If all 
other bottles places one machine fo 


machine tor each 1,000 people 


33 


& en a ee 


Are you an 
Executive with 
a training 
problem ? 


Do you need a 
clear, crisp way of 
yf, telling the story 


sho of 


pany’s policies 


your com- 


and procedures? 


Chances are we've solved a 
visually. (Mt 
won't cost you anything to ask. ) 


similar problem 


The Chartmakers, Inc. 


SPECIALISTS IN 
Visual Telling and Selling 


480 LEXINGTON AVE., NEW YORK 17 


MU 8-2760 — Just ask for “Sales” 


KKK KaK 
HOW TO SELL 


QUALITY 


A i6mm. SOUND MOTION PICTURE 


More than 10,000 salesmen hove seen 
this film. Sales manogers like it be 
cause it provides an effective onswer 
fo todays “price problem’ and is 
tailored to fit any product or service 


A COMPLETE MEETING PACKAGE 


* You get a comprehensive meeting 


guide which supplies a complete 
outline for a quality meeting 
featuring this film 


7 You get a 


size posters to 


set of colorful display 
dress up the mee! 


ing room 


w% You get 


follow 


sample of an effective 


through booklet for dis 
tribution at the meeting or after 


wards. Extras at nominal cost 


You can buy or rent a print of HOW 


TO SELL QUALITY. Details, plus our 
new film catalog, mailed on request 
Write to 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 


4660 Ravenswood « Chicago 40, lil. 


May Be Wedded to Incentive Travel 


eflective that is, by 
placing more machines per capita than 


alesmanship ; 


other bottlers in his region. 
Bottle: best 
tor his region in per capita placement 


with second showing 
of machines earns a color TV set. 
I;mployes ot bottlers have to place 
four vending machines to be eligible 
After they place 10 ma 
chines they receive bonus points, and 


lor points 


receive bonus points tol each addi 
tional 10 placements. Employes, too 
ompete for regional prizes mer 
chandise points National employe 


winner gets expense paid trip tor him 
elf and wife 

Cost of employe prizes (other than 
egional or national prizes) is shared 
on a 50-50 basis by bottler and Pepsi 
Cola 


tional ¢ mploye prizes. 


, 
Pepsi pays tor regional and na 


Kirst contest during the past winte 
Bortlers 
10 times as many 


surpassed expectations. 
bought and placed 
ending machines during period ot 
contest than during similar period in 
the preceding year. 

In addition to providing outlets fo 
cases of its 


movement of millions of 


oft drink, Pepsi-Cola has another rea 
on to iluing vending machines 
Vending machines mean paid san 
pling to Pepsi. When someone tries 
i bottle or ¢ ip of Pepsi from a vend 
ng machine he is sampling the prod 

t and may turn into a_ regula 
purchaser when he shops for food 
The bright-colored machine is an ad 
ertisement, too 

kon the contest bottlers are Li 


quired to buy machines approved by 
Pepsi-Cola. While the company doc 
not make 


machines manufactured by other con 


machines, it tests vending 


and puts those on its approved 


panic 
list that meet high specifications tor 


reliability. \ list ot 


is included with contest rule 


approved Mis 
hines 
leach machine carries its own point 
ilue for contest 
Vlachines 
Pepsi earn more points when placed 
bottlers, however 
credited with machine pur 


employes in the 


with greater capacity tor 
by employes. or 
rhe ire 
hases no matter what size. 

lo assist bottlers, Pepsi Cola ofters 
its regular financing plan. 


Vending 


ire ovel joved with this contest 


manufacturers 


First 


TVA hine 


(CONTINUED) 


contest meant 1,000% increase in 
sales to Pepsi bottlers and the second 
contest may mean more because it is 
closer to peak season. ‘These manu 
facturers report to Pepsi-Cola each 
time they receive an order from bot- 
tlers. While orders themselves earn 
trips tor bottlers, bottlers cannot post 
pone delivery of machines more than 
two weeks past close of contest. 

its first incentive con 
Pepsi executives took a swing 
around the country to stage bottle: 
meetings. They were assisted by three 


‘| 0 launc h 


test, 


truck caravans which hauled vending 
Machine 


representa 


sites. 
thet 
tives to each meeting to demonstrate 


machines to meeting 
mianutacturers sent 


thei product features tor Pepsi bot 


tlers. 

Urged Kickoff Meeting 
In instructions to bottlers, Pepsi 

irged them to stage their own kickoft 

“VIP” but 

tons were made available for employes 

to stimulate curiosity when they are 


meetings for employes. 


out on the street. In addition, seven 


printed folders, signs and catalogs 


were supplied. Bottlers were advised 
to mail catalogs to employes’ home 
and to train employes in sales tech 
niques of placing vending machines 

Bortlers 


46 toward employe prizes for each 


contribute an average ot 
machine placed. Bottlers pay between 
4400 and $450 for the average vend 
ng machine No matter what method 

sale 
eligible 


is used in machine placement 
rent or lease—employes are 
lor prizes in the VIP contest. 

One tactor in this contest that su 
Pepsi-Cola is the 
bottlers in travel prizes. 
substantial 
who can afford extensive trips. Yet 


these same men are stimulated to put 


interest ot 
Most of the 
businessmer 


prises 


bottlers are 


out cash for machines in order to win 
free trips. Of Pepsi's 500 domestic 
bottlers half 


test, 


about entered the con 

It was the bottlers’ reaction to first 
ontest that prompted Pepsi to use the 
dentical time. If 
this second contest (now in progress 


tor mula a second 


has anything like the success of the 


first, Pepsi may be wedded to incen 


The End 


ive travel, 
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® 
So will youn salesmen... So will you! 


The 0.A. Sutton Company's Vornado dealers 
enjoyed the cordial hospitality of Hotel El Panama 
during their sales incentive award trip to Panama 


Discover 


a 


HIN 


LATIN AMERICA’S MOST LUXURIOUS HOTEL 


pareasaa com EI Hanama emuace ob Palas 


{ hirheby Hotel 


450 Vornado dealers and their wives 
lived in luxury at El Panama, saw the wonder 
of the Panama Canal, revelled in bargains 
found in duty-free shops, took a spin with Lady Luck 
it the Casino, visited primitive Indian Isles, haunts of pirates 
and interesting ruins of Spanish Colonial times days of 
new pleasure nights of carefree fun under the tropical stars! 
For information, write to 
Your sales will increase when You Joe Cunningham, Mgr., El Panama Hotel, Panama, R. of P 
tautle award winners Lo Panama! or Hotel Gotham, New York City 


PICTURE YOUR SALES MEETING OR 
CONVENTION AT THE CARIBE HILTON 


An exciting Caribbean holiday awaits you and 
your family at the glamorous Caribe Hilton in 
colorful San Juan . only three hours from 
Miami, five hours from New York 


Here, in an enchanting island setting, you will en 
joy delightful days swimming in the ocean or poo! 
(private beach and cabanas at front door), fishing 
sailing and playing tennis. Evenings you'll dine 
and dance in the gay Club Caribe. The air-con 
ditioned Caribe Hilton has 300 rooms, each with 
bath and ocean-view balcony. A new wing with 
100 rooms will be ready in December 19° 


Plan now to visit The Caribe Hilton! 


el does not tr € pa rt, custor New e York 
' re hange problen ‘\ 
es 
ey 
/ ‘ 
* / eA 
/ ‘oe 
After your Miami convention is adjourned e $ ‘3 
vacation at the Caribe Hilton F o*~ ‘ 
we os ‘ 
"OU A 
A Grand Award for Salesmen it's a a Wy 
real sales incentive to spark any contest qe 2 
and make every man double his quota SAN JUAN +- PUERTO RICO - U.S.A. gue? “ . 
For information or literature eph 7. Case i Manader { nierna 4 
Wa i » i 240 
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Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


sales outings. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 * 3,000 
Volume Reference Library . 
Play Room, Television, Radio 
and Dancing Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Winter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 
BEING MADE FOR 1957, 
1958 and 1959 


For information write or call 


Greens * 


Howard #. Dugan, Ine 
National Sales Hepresentatives 
230 Park Avenue, New York 17 

MUrreay Hill 40004 


or 


Leretta BE. Ziegler, Convention Manager 


. 
Clifferd BR. Cillam, General Manager 


TWELVE STAGES explain sequence followed to execute stock order 


VISITORS PUNCTURE TIRES to see self-sealing quality. 


Exhibits Invade 
Stock Exchange 


Permanent exhibit hall in new Stock Exchange building de- 


signed to show role of investors as ''shareowners in the fu- 


ture." Hall opens onto gallery overlooking trading floor. 


New York Stock Exchange moves 
into the permanent exhibit field in a 
big way with the completion of its 
I-xhibit Hall and Visitors Gallery. 

Located on the third floor of a 
adjoining = sky 
scraper, the $1-million exhibit hall 
opens onto the gallery overlooking 
the Stock Exchange trading floor. In 
addition, 4,700 sq. ft. hall boasts a 
75-seat theater where special films are 


newly constructed 


shown 


Kight girl guides are on hand to 
conduct tours through the hall ex- 
plaining exhibits and answering ques- 
tions. Stock Exchange ranks third on 
list of tourist attractions for out-of 
town visitors, attracting more than 
300.000 a vear. 

‘Total of 17 different exhibits in- 
clude representatives of “seven basic 
industries’’ whose displays feature the 
role of investors as “shareowners in 
the future.” Participants, in addition 
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to the Stock Exchange include Amer 
ican ‘Telephone & ‘Telegraph Co., 
Assn. of American Railroads, Con 
solidated Edison Co. of New York, 
General Motors Corp., B. F. Good 
rich Co., Standard Oil Co., and U. S. 
Steel Corp. Exhibitors pay no rental 
tor space which they may occupy for 
an indefinite period 


Animation and Participation 


I xhibits feature animation or au 
dience participation—sometimes both 
AT&T exhibit tells the story of di 
rect long-distance dialing by use of 
flashing lights. Audience is invited to 
try the 


pushbutton dials and musical bells. 


“telephones of the future” 


Major attraction for many is the 
which 
boasts a miniature, working model of 
an atomic power plant. Model is il- 
luminated and animated to show how 


Consolidated Edison exhibit 


electricity will be created from atomic 
energy when the company’s nuclear 
plant is completed—sometime around 
1960. Moving panels in the exhibit 
show how gas and steam are used to 
‘reate energy. 

B. F. Goodrich utilizes the ‘do-it 
yourself” tec hnique in its exhibit 
Visitor is invited to puncture a tire 
to show its self-sealing quality. Com 
pany estimates mounted tire will take 
2,200 punctures before it 
replaced. [Exhibit backdrop 


unusual products Goodrich is work 


must be 
reveals 


ing on or has perfected. Revolving 
pictures give close-up views of “space 
suits’ and equipment for aircraft re 
fueling. 

Standard Oil exhibit depicts the oi! 


industry, from drilling to local “‘gas’ 


station by use of animated color 


diorama. Populat feature is a look 
into the fuel and energy consumptio: 
predictions for 20 years ahead. 
“Engineering the Unknown 
theme of U.S. Steel exhibit empha 
spec ial steels that will b 


Narrator de 


scribes the world of tomorrow as pi 


sIZiIng 


needed for the future 


tures of an earth satellite, a city i 


the sky, rocket ships and futuristi 
cars unfold. Investor role in ( 
h is stressed 


sear 


Answer Questions 


Stock Exchange exhibits 


signed to answer basic questions about 


are dit 


investments and the Exchange itselt 
Color moving-picture display explains 
what a share of stock represents. An 
other 
shareowner—48 

a high school graduate and 


$6 200 
} 


who lives Ina tow! tT adout 


exhibit depicts the averag 


years old, income o 


5 (WN) 
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N A 
EXHIBITS 


harborsice 


Here at the big new 


don't 


plant there's so much going on all the time, w 


vet many spare minutes to sit and contemplat the 


gracious “Lady with the Lamp” who watches us across 


the water. Ever since we transferred our expanded 


operations from Corona to Brooklyn, we've been 
busier than ever, thinking up new ideas for enter 
prising clients who have merchandise and services to 
market via the growing trade show medium 

In the belief that you'd like to know about some 


of these interesting projects, we've decided to tell 


about them from time to time in this space 
kor example, the IPEX 


in Washington, D. C., the Biennial International Photographic Exposition, held 
in March, for the first time in this country. The largest ever, it filled both levels 
of the huge D. C. Armory, scene of the Inaugural Balls. Though essentially a 
trade show with a dealer and professional attendance of some 26,000, it attracted 
the public during designated hours to the tune of nearly 100,000— (and practic 
ally everyone carried a camera, Our guess is that more film was exposed in that 
one week, and more flash bulbs exploded, than in all of Yellowstone Park in an 
entire season). A truly international show, IPEX featured exhibits and visitors 
from major camera-producing countries all over the world 


including the 
which will be 


part in IPEX was considerable 
design and construction of the official theme, a “Garden of Color” 
long remembered by the throngs of people who congregated there. For months 
before the show a careful selection of flowers, shrubs and blossoming trees had 
been nurtured and brought to a peak of perfection in a nearby Maryland nursery 
By show-time they were at their best, and in a $500 square foot garden in the 
center of the exhibition, they brought spring to Washington, Housed in a steel 
framework which supported some of the largest and most spectacular transpar 
prints ever seen in an (produced by 
with its brick and flagstone 


encies and photographic exhibition 
Eastman Kodak Company) the Garden of Color 
walks, its cozy nooks and sculptured fountain, made a perfect setting for thousands 


of memorable snapshots 


Our most ambitious project at IPEX was the exhibit of 
which was, so far as we know, the largest exhibit ever 
An irregularly shaped space was used, having 
Even this was not enough, so we built two 


ze x 38 


Eastman Kodak Company 
built for an American trade show 
extreme dimensions of 81 x 157 leet 
balconies flanking a central rotunda, each forming a steel mezzanine 


feet in area 


Lhe entire exhibit, with its towering height of 22 feet was 
IPEX relaxation for all 


This same freedom allowed plenty of scope 


mace possible by the island” spaces of the customary 


straitjacket dimensional limitations 
main floor area 


to designers all over the and provided numerous extremely 


interesting displays including some of the eleven other it the show by Ivel 
and gave IPEX a lot of that 


trade show field 


continental” flavor so much talked about in the 


if you didn't see IPEX, and would like to 
see some pictures of if, drop us a line. 

And remember—for good design, for qual- 
ity construction, for expertness in exhibits 
large and small, call ivel. 


Construction Corp. 


DESIGNERS AND BUILDERS OF QUALITY DISPLAYS 
53rd Street and First Avenue Brooklyn 32, New York 


HYacinth 2-3730 


: ~~ o DISPLAYS 
@ \) & PRESENTATIONS 
~ Jv EXHIBITS 


VISUAL AIDS 
make IDEAS effective 


*Check List of Services 
Satisfaction Guaranteed) 
PHOTOGRAPHY 
Giant Prints 
Cutouts 
Translites 
Photomurals 
Copy Photos 
Orvseer PRINTID 
Color Litho 
Planography 
P HOTOSTATS 
Enlargements 
Reductions 
Perspectives 
True Tone 
RCS delivers Top Quality 
reproduction, FAST service, 
at reasonable prices. 
PREE! Clip this Ad! 


Attach to your letterhead, and new price 
lists will be rushed to you, with booklets 
‘row to Use Reprints Make Mine King 


Size’, and ‘Stunts With ‘Stats 
( Ved 


7) 6 Face ee OOrve =6OuC “CO 4 HL PHOWE Slee 2.077 


ADD PERSONALIZED PUNCH 
\ TO YOUR SALES PROMOTION 


Advertise with 


AdveT IES 


Fires-up sales and dealer programs, 


conventions! for Executives, Salesmen, 


Dealers Valued as business gifts! 


‘Adver TIES WILL BE SPECIALLY MADE to 
faithfully reproduce your Trade Mark, Slogan, or 
your Product Many progressive-minded con 
cers National and international are requiar 
users of Adver TIES 


This high-grade neckwear Is de 
signed to your specific needs on 
Regular or Bow Ties—styled with 
dignity’ or with the ‘unusual’ 
touch HAND MADE of high 
est quality to give ‘zest’ to your 
sales program convention, new 
product, or any special event 


Write TODAY for details. Fur 


nith ad samples and give esti 
mated quantity 


AMERICAN 


Dept 
320 S. FRANKLIN ST. 
CHICAGO 6, ILLINOIS 


That mate 


38 


NECKWEAR MFO. CO. 


Principal exhibit is a miniature 
how’ with 12 stages. Each stage 
represents a step in executing an order 


tor shares, from the initial decision 


to buy and decision of another in 
vestor to sell, through the Stock Ex 
change itself, which acts as inte 


mediary. 

Popular with many is a live ticker 
machine demonstrating how transa 
tions on the ex hange are reported to 


broker 


throughout the country. Visi 


tors may have their names enscribed 
on the tape for souvenirs. Another 
ervice visitors may avail themselves 


of is sending home postcards from 


the Iexchange-mailed free. 


Other Stock Exchange exhibits tea 


ture new “Monthly Investment 
Plan,” widely publicized pay-as-you 
go plan for buying stock. 

Stock Exchange exhibits, plus Con- 
solidated Edison and Assn. of Ameri- 
can Railways displays were designed 
by Edward H. Burdick Associates, 
New York City. Standard Oil exhibit 
was built by Bliss Associates, Long 
Island City, and U. S. Steel display 
was designed and built by Ivel Con- 
struction Corp., Brooklyn. 

Visitors Center is open to the pub- 
lic Monday through Friday, from 10 
Admission is free. 


The End 


1M to 3 PM. 


OUTSIDE VIEW of plastic exhibit hall erected by Bakelite. 


INTERIOR housed exhibits and dining facilities for guests 


Temporary Exhibit Building 


Bakelite Company publicized a new 


ise Tor its product and saved mone; 


doing it when company built a tem 


porary exhibit tent, covered on three 


ides and the root with polyethylene 
Planning tor the opening of a new 
Calif officials 


tent was needed 


plant in l orrance 


decided a temporary 


to house exhibits and lun heon 
guests in case of rain. On basis of 
rough estimates they discovered it 


would be cheaper to build the struc 


ture, using the transparent plastic 


than it would be to 
the day 


frame wa 


film tor siding 
rent a conventional tent tor 


Kinoe k 


erected and polvethy lene tacked on in 


down wood 


less than a week. Screening was used 
on one side of the structure for better 
lotal under 


saving of 25% 


ventilation. cost was 


$1,000. a more than 
ove! Building meas- 
ured 120 ft. long by 40 ft. wide. 
Much of the standard-length lum- 
ber for the simple wood frame, which 


represented roughly half the total cost 


cost of a tent. 


was later re-used in the plant. 
Polyethylene film is gradually com- 
ing into use as a covering tor green- 
houses and temporary farm buildings, 
and withstood dam- 
age from high winds, heavy rains and 


has successfully 


snowstorms, say company officials. 
The End 
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Fly NATIONAL to your FLORIDA convention 


Call NATIONAL for reservations ANYWHERE 


Leader in Luxury ° First in Fine Convair and Club Coach Service 


BOSTON & 
PROVIDENCE 


NEW YORK 

PALM BEACH —— | 
PITTSBURGH “* 
WASHINGTON 

JACKSONVILLE — 


NORFOLK 


SAN FRANCISCO TAMPA 
OAKLAND raw ote 
~ 
at ST. PETERSBURG a 
LOS ANGELES Oa 
“20, 


.  @P@2eee0e8e0 e042 


Me 
a 
DALLAS 
. %, 


‘ * + 
e 4 Mai, \ ., Ne Ys 
7" “FT. worn! = 7 Te on 
= 


HOUSTON 


~ 
— 
ene 


or weet 


National offers 


AIRBORNE RADAR 
on ALL 4-engine flights 
to and from Florida! 

% DC-7B, OC-7R Stars - 


world’s fastest airliners 
world-famed luxury 


——te Swift, luxurious DC-6B Stors 
—fe Economical club coaches 
——te Fast, modern Convair-440's 


NO-CHANGE-OF-PLANE 
SERVICE BETWEEN 
FLORIDA 
and 


TEXAS & CALIFORNIA 


Tradewinds and DC-6B coach 
in cooperation with Delta and 
American Airlines 


GREAT LAKES 


NATIONAL 


FLY 
‘ 4 
\ 

Sei > 8=AIRLINE OF THE STARS 
oy 


In cooperation with Capital 
Airlines 


For additional information: Write or call Convention Manager, National Airlines, Inc. 3240 N.W 27th Avenue, Miami, Florida 


Miami Beach’s newest and most luxurious hotel offers the 


10 MILLION DOLLAR CONVENTION PLAN 


with group meeting facilities you'll enjoy only at the Seville 


*Yes, the magnificent NEW Seville (completed 
January, 1956) cost 10 million dollars to construct, 
furnish and equip ... All to give your group 
unsurpassed facilities for fun, comfort and a 
successful meeting. 


¢ Grand Ballroom with no view-obstructing columns, 
seating 2,000 at meetings, 1,500 at banquets 

* Five other meeting rooms for groups of 50 to 500 

* 20,000 square feet of exhibit area 

* Color circuit TV facilities 

* Tremendous pool and cabana play area 
for outdoor fun and meetings 

* Complete inventory of equipment 


Sor FREE 21" TV & RADIO IN EVERY ROOM 

2 POOLS + 500 FT. OF PRIVATE SANDY BEACH 
GOLF DRIVING RANGE 
100% AIR CONDITIONED 


“Robbie” ROBINSON, Exec. V.P. & Gen'l Mgr. 


For complete information 
x ‘ WRITE BEN GOULD, 
OCEANFRONT at 30th STREET, fos, Director of Sales 


IN THE HEART OF EXCITING MIAMI BEACH ls 
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WHAT'S WRONG WITH COMMITTEES 
(and what you can do about it) 


Check List to Make Committees Effective: 


17 things good committee action can accomplish 


21 qualifications to consider in chairman selection 


13 procedures to follow for committee meetings 


6 points to cover during proceedings 


uw 
Ww 
M 14 qualities to look for in committee members 
a 
uw 
uw 


14 methods to assist in reaching agreements 


BY MILTON J. WIKSELL 


Associate Professor, Department of Speech, 
Michigan State University 


lime consuming, boring and poor 
ly managed committee meetings ar 
nexcusable in our present day pace 
Correct procedures can be learned 
But as long as some of these problem 
solving boards remain offensive, many 
apable people will reluctantly accept 
uch assignments. Low esteem of these 


meetings 1s well illustrated by \ 
United States Senator who says that 
t committee is nothing more than a 
mall group of uninformed persons 
who prove the unnecessary unwill 
ingly 

In this survey staff members in 


business, professional institutions and 
who have had wide ex- 
perience as commiutteemen were inter 


organizations 


viewed, ‘Lop level executives who 
usually preside itt meetings were ex 
luded. When asked about their im 


pressions of committee participation 


40 


many employes offer sharp attacks 
while others acknowledge that sucl 
work is fruitful. 

First, a majority ot individuals in 
terviewed believe that a monopolizing 
chairman or (some 
times the employer) is the major ob 
jection to committee participation. 
Little respect for individual opinions 
or opportunity for a fair group deci 
sion is evident. This self-centered 
type of monologue and control ignite: 


commiutteeman 


sparks of resentment and misunder 
standing among participants. Mental 
rigidity and too much traditional 
thinking suppress the possibility of 
new ideas. Inevitable recourse to this 
repression is an unwillingness to a 
cept ultimate decisions. 

A second complaint among those 
queried is the disregard of the time 


element in many meetings. The 


needlessly start late or run long over- 
time, 

A third criticism is leveled at dis 
cussions which waver from the prob- 
lem under consideration. In some 
meetings there is rambling and repeti 
tion of ideas, some of which have been 
previously decided. ‘That the un 
skilled presiding officers ever accom 
plishes anything seems to be the direct 
accusation, 

‘These views remind us of Mrs. 
Kettering, who said, “Isn’t it won 
derful that Lindy flew across the 
ocean by himself?” ‘lo which het 
husband, the financier, replied, “Yes, 
but it would be more remarkable had 
he done it with a committee!” 

In the investigation, various per 
sonnel disclose that excellent commit 
tee work is accomplishing results in 
a number of industrial and profes 
sional organizations. In the reward- 
ing sessions presided over by a neutral 
and objective official everyone con 
tributes freely in a democratic man 
ner. Here there is more incentive for 
participation since the individual feels 
his services are of value. In these 
lively meetings a willingness to serve 
on committees is noted. 

It was observed throughout inter 
views that few of those quizzed has 
had training for committee work. 
‘Therefore, aim of this study is to sup- 
ply some processes for improving com 
mittee proceedings so that people will 
want to serve in the best interests of 
an organization, 

It may be helpful at the outset to 
define the committee as: 


A small group of persons appointed or 
elected as planning units to do essential 
tasks that cannot be done as well by one 
person or a larger organization. 


Advantages of committees are 
many. In business, research shows 
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@ 


ae CONVENTIONS 


BEVERy Hitis 


CAUIFORN 4 are a 


HILTON 
HABIT 


There is nothing finer in the world of convention 
facilities than those you will find in Hilton and 
Statler Hotels. 


For complete information on accommodations, 
contact Sales Manager of any Hilton Hotel, or: 


Richard L. Collison, Assistant Vice President and 
General Sales Manager, Hilton Hotels, Palmer 
House, Chicago 90. 


John B. O'Connor, Sales Manager, Eastern Divi- 
sion, Hotel Statler, New York 1. 


Arne C. Schey, Sales Manager, Central Division, 
Palmer House, Chicago 90. 


RESERVATION OFFICES 


New York: 401 Seventh Ave.—Tel. LOngacre 3-6900 
CuicaGo: Palmer House—Tel. RA 6-7500, Ext. 476 
SAN FRANCISCO: 235 Montgomery St.—Tel, YU 6-0576 
MiamMi: 150 Southeast Third Ave.—Tel. FR 9-3427 
Toronto: 25 Adelaide St., W.—Tel. EMpire 8-2921 
MontreaL: 1080 University St.—-Tel. UN 1-3301 


Hilton Hotels Under Construction in Pittsburgh, 
Montreal, Havana, Cairo, Acapulco and West Berlin 


Conrad N. Hilton, President 


Executive Offices» The Conrad Hilton * Chicago 5, Il. 
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Locale for convention or 

sales meeting. Believed to 

be in Southwest. Identify- 

ing marks and M.O. as 

follows: variety of accom- 

modations in modern ho- 

tels, vesaste and motor hotels; meeting 

rooms for small committees of 5 or 10 per- 

sons; other assembly or banquet rooms 

seating up to 1,500; fabulous touch for de- 
tails down to ice water and ash trays. 

Expect local posses such as convention 

bureau, transportation agents, accommo- 

dations managers, publicity media to co- 

operate in heroic fashion. Desperate for 

varied entertainment, sports events, golf, 

swimming, fine restaurants, fine shops. 

Escape routes may include side trips and 

spectacular scenic attractions such as 

Grand Canyon, Old Mexico, Indian 

Country. Alert to excellent food and lodg- 


ing at modest prices. V4 bet LE 
emma 


yhis year meet pees different 


Meeting tfamous Land O 
Lak ‘ ni f Wi ti Convenient-—easily accessible by alr auto 


ait 

Kings Gateway Hotel and tInn has all modern facilities for Meetings 

with no outside interferences, plus planned year-round recreation 

I’rivate golf course tennis borseback riding excellent fishing night 

dancing and entertainment Fall and winter sports include skiing—3 sk 

tows (instruction and all necessary equipment available snowshoeing 

toboyvganing skijoring—skating—ice fishing—hunting 

Meeting and Dining space to accommodate groups up to 150 persons 

Ameorican Plan available All inquiries appreciated and answered prompt! 
john J. Garber, General Manager, Telephone: Land O° Lakes 261/ 


me KING'S GATEWAY 


CHICAGO OFFICE 
DE 7-8033 (=; 


that a majority of top executives pre 
fer to place their very important 
policies before their staffs. One as- 
sistant estimates that as much as a 
quarter of his employer's time is spent 
in seeking help in his decision mak- 
ing. Professional organizations like- 
wise place much emphasis on group 
problem-solving. By using this demo- 
cratic procedure everyone in the or- 
ganization profits. ‘hey can: 


|. Place in the hands of the group 
their most difficult obstacles. 

2. Use the group as a workhorse 
for finding needed information. 

3. Insure more success in decision 
making. 

4. Lay the foundation tor a suc 
cesstul conference involving many 
people. 

5. Keep the supervisor or organ! 
zation from bogging down with de 
tail. 

6. Investigate, discuss and recom- 
mend suitable action. 

7. Operate on the premise that 
several minds are better than one. 

8. Share confidential ideas and 
polic ies, 

9. Offer a freer flow ot ideas than 
can larger groups. 

10. Pool ideas of authorities, ex- 
perts and laymen 

11. Have an instrument to dele- 
gate responsibilities. 

12. Spot more errors in a_ plan 
than can one individual. 

13. Help train inexperienced per 
sonnel in decision-making. 

14. Reach decisions which wili 
carry more weight. 

15. Ascertain truths which become 
more evident in the competion. of 
minds 

16. Derive less criticism of pol 
CICS, 

17. Increase morale of the organ 
zation. 


‘To delegate a project to a poorly 
chosen committee is an unfailing way 
to kill a motion, delay solution of a 
problem or pave the way for misrep- 
resentation. A case in point was the 
report that a committee was formed 
tor which no chairman had been 
named. As a result, no one took it 
upon himself to call meetings. One 
member made the decisions for the 
group year in and year out. This 
created poor morale among the others. 

A qualified chairman should be 
chosen to see that work is done sys- 
tematically. His role is so important 
that he can easily make or break the 
committee. He is responsible for the 
success of the meeting. Following 
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qualifications, therefore, must 
sidered carefully: 

1. Is proposed chairman too auto 
ratic in his attitude? 

2. Is he a laissez faire leader who 
allows group to talk about irrelevant 
matters ? 

3. Is he one who can guide gi 
work in a minimum of time? 

4. Does he understand human be 
ngs and their wants? 

5. Has he the ability 


others to work together 


to stimulate 
7 


6. Is he able to interpret corres tly 
feelings of others ? 

7. Can he convert a_ person-cen 
tered group into a task-centered 
group? 

8. Can he be patient and listen 
arefully to someone else? 

9. Is he one who is likely to im 
pose his wishes on the group? 

10. Can he be impersonal and re 
train from tavoritism f 

11. Is he one who is apt to ma 
nipulate others’ statements ? 

12. Does he seek 
ent? 

13. Has he ibility to accept suf 
gestions ? 

14. Does he handle people 
tact? Is he informal and friendly ? 

15. Is he willing to learn? 

16. Does he 
with problems to be solved ? 

17. Does he have respect for opin 
ons of othe: people : 


18. Is he able to take group intel 


2 


views of all pre 


familiarize himselt 


ligence and release it 
19. Does he realize that even an 
expert doesn’t know all the answers? 
20. Does he 
ple are satisfied if they have a part 
21. Is he one who will follow 
through with thei 


inderstand that peo 


? 


decisions ? 

A staff official recalls the instance 
vhen a person has been appointed to 
a committee as a reward for special 
services, It was observed that this 
member did not make a single remark 
in the four years he belonged to an 
Zroul An 


other administrative assistant com 


important policy-making 


plains that committeemen who have 
too much to say and too little to offer 
S lack o! 


participants and 


ire irritating to others. ‘Th 
ontribution from 
many other shortcomings should cause 
those concerned to choose responsible 
people. Some principle to note in 


participants are 
1. Are they individuals who will 
tudy problems with an open mind? 


2. Are they pun 


ome to meetings regularl 


tual and will they 


? 
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int yeA 


“a Super 


1 Seuwice 


Corpo © 


= Success ul Coouvention 


@ 500 air-conditioned rooms 
ind patio suites, each with 


free television and radio 


@ Mee ting rooms accommo 
date ten to 1,500 persons 
New Thunderbird Room seats 
1,500, has ground level en 
trance with doors to accom 
modate autos. Projec tion room 


and fully equipped stage 


@ Famous Concho Room 
lor lune he on and dinner 
collee shop con ktail lounge 
palm shaded patio and pool 
Free parking adjoining hotel 


@ Scenic center of the 
Southwest. Grand Canyon 
Old Me xico, many other 
thrilling side trips Tour 
available for individuals 


groups 


. Special oll season rate 


® Easily reached by Southern Pacilic and Sante 
IWA, American, Frontier and Bon 
anza_ airlines. We maintain utmost cooperation 
with these carriers to give you finest transporta 
tion facilities 


I ‘ railways 


@ Our own complete 
convention service plu 
close liaison with Phioe 
nix Convention Bureau 
ure enjoyable and 


vductive meetings 


a 


#424 4a\a 
+44 ae a a\ a) 


wire of phone 
1) partment 


vention planning 


Al pine 


424424 44\ a) 
24a aae 


John B. Mills, President 


An Associated Federal Hotel 


Hotel West Wa rd Ho 


PHOENIX ARIZONA 


COFFEE SHOP 
DINING ROOM 
SUN DECK 

DINER’S CLUB 


500 LARGE ROOMS, NEWLY 
DECORATED ...HEART OF 
DOWNTOWN... NEAR ALL SHOPPING, 
BUSINESS, FREEWAYS, THEATRES, & BANQUET 
TRANSPORTATION. PERFECT FOR ROOMS 
GROUPS FROM 10 TO 1,000! FREE PARKING 


(overnight) 


EXANDRIA 


5TH AND SPRING STREETS 
DRIVE- IN GARAGE Approved by 


Teletype 
LA-881 


MADISON 64-7484 


Designed for 
Business with 
Pleasure 


Casakuewa é Yours 


SCOTTSDALE, ARIZONA 


(10 miles from Phoenix) 


ARIZONA'S FINEST RESORT 


© Guest Rooms 
for 100 guests 

@ Meeting beautiful and new, 
completely equipped for 200 


luxurious and spacious 
Room 


@ Dining Room—the finest of food for 
1so 


®@ Cocktail Lounge—an intimate and ap 


pealing room accommodating 100 


© A courteous, solicitous management 
and staff plans everything for the 
effectiveness of your business meetings 
and the pleasure of your visit 

® Recreational facilities on our premises 
include a heated swimming pool, 
stables, putting green, tennis court 
and shuffleboard. Excellent golf nearby. 

@ A 2,800-foot runwav for private and 
executive aircraft 

@ Group rates during November, Decem- 
ber, January, April and May are very 
moderate. 


Royal W. Treadway 
President & General Manager 


3. Can they listen intelligently? 

4. Are they well-informed individ- 
uals ? 

5. Can they avoid temptation to 
railroad the group? 

6. Do they have a spirit of inves- 
tigation and inquiry? 

7. Are they capable of working 
together ? 

8. Do they have respect for at- 
titudes of others ? 

9. Have they a positive attitude? 

10. Are they interested in a given 


, 


projye 


ARIZONA’S 
COUNTRY CLUB RESORT 
INVITES 
GROUP MEETINGS 


Accommodations for 150 guests in a 
secluded club-like atmosphere only 15 
miles to Phoenix. 70 acres of lawns and 
flowers. Magnificent golf course and 
other sports, 3740’ Paved Airstrip. Su- 
perb food and well-trained service, Va- 
riety of meeting and conference rooms. 


Season: NOVEMBER to MAY 
THE 


WIGWAM 


LITCHFIELD PARK 


ARIZONA 


READE WHITWELL «+ Mgr. 
In Chicago Call: MOhawk 4-5100 


amelback Inn 


One of the world's Great 


Vacation Resorts 


PHOENIX, ARIZONA 
GOLF AT ADJOINING PARADISE 


VALLEY CLUB 


NEW CONVENTION 
ROOM FOR GROUPS 
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11. Do they have a suitable back- 
ground for the problem? 

12. Will they 
talk? 

13. Do they represent different 
points of view about a problem? 


allow others to 


14. Do they abide by decisions of 
the majority ? 


Most people interviewed feel that 
business-like procedure is _ essential. 
‘They are impressed with convenience, 
comfort and punctuality in meetings. 

Some inviting circumstances or in- 
ducements for your committee meet- 
ing may include any number of fac 
tors. ‘They are: 


1. Determine carefully the objec- 
tives of your meeting. 

2. Select a favorable time for your 
meetings. Consult the group. 

3. Agenda should include a care- 
fully and briefly worded list of items 
for consideration. 

4. This agenda should be mailed 
well in advance. Follow it in the 
meeting. 

5. Invite all members to come to 
the meeting. 

6. A short reminder often helps 
attendance. 


7. Start on time and announce the 
time for closing. Stick to this an 
nouncement. 


8. Introduce those not known to 
the group. Otherwise, get to the 
problem at once. 


9. If there appears to be solo per 
formances of any length, allot each 
member in turn a time limit on his 
remarks, 


10. Plan to have someone write 
solutions on the blackboard. 


11. If yours is a permanent com 
mittee, use rotation system which calls 
for staggered terms of office. Inexpe- 
rienced members can bring new ideas, 
yet lean on experience of others. 

12. Special assignments for cer 
tain individuals and recording the 
attendance could help to keep mem 
bers coming to each meeting. 


13. Do not meet too often in regu 
larly scheduled meetings unless there 
are a sufficient number of pressing 
problems. 


If the chairman does not have an 
outline or does not adhere to any 
logical sequence of ideas, he probably 
will have a meeting which wanders 
about considerably. This is described 
among those who serve on committees 
as consuming too much valuable time 
and provoking impatience. Hence, a 
blueprint or a plan of some kind 
should be followed in order to secure 
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maximum results in a minimum of 


time. a - i _ 
There are various possible outlines, 


They may be followed informally = ; 
and, of course, flexibility is in order. s ’ 4 

Some items may be omitted. Com- For service that S$ different. es 
mittee proceedings should be pains- —— 
takingly tailored to a_ particular 
group. Following plan has several 
merits and is suggested: 


Western’s celebrated “Champagne Flights” are Amer 
ica’s smartest air service... reserved seats, gourmet 


; dining, vintage champagne and orchids for the ladies! 
1. State problem briefly and clear- 


ly. (You could write it on the board 


Fyn toce'aa’'s "ie" {t9 Convention Cities that are different 


volved. ) 


2. Define problem so there is Las Vegas * Reno « Palm Springs * Los Angeles * San Francisco 
agreement as to the phase or limita San Diego * Seattle * Portland * 
tions of the question. (Don’t spend Salt Lake City * Denver * 

much time or offer any solutions Minneapolis-St. Paul 
here. ) ; 


2 Briefly discuss the seriousness le nd ’ WE STE R N 
of the problem. (Are there people o1 ae Write. pa Al R Li N E 5 


conditions concerned? What are the ce 
losses? Any dangers?) 


Convention Department 

4. Invite possible solutions from 6060 Avion Dr., Los Angeles 45, Calif 
everyone. (Suggest recording these 
on blackboard so they will be remem- 
bered. ) 


BAM gk HY cnt eet 
5. Choose a common solution. DESIGNED WITH MEETINGS IN MIND... 
(Try to scrutinize advantages and wa 
disadvantages of each one and select 
most acceptable. Ask each member 
for his opinion.) The { 
mpress 
Miami Beach’s NEWEST Luxury Hotel 


6. Make plans as to how the pre- 
ferred solution can be put into effect. 
(Personnel involved, finance, mate- 


rial, time, place, etc. ) Featuring a Convention Ball Room with banquet facilities for over 800 per- §& 


; ; . ‘ " Je 4 
Researchers have found that nor- sons...4 additional Meeting Rooms —Special Display Areas—Penthouses... & 
° s 6 4 
mally individuals in small groups «++ for pleasure: 3) 
have a feeling of wanting to work Huge salt-water swimming pool... private ‘ 
together toward some goal. They are beach... — club... fully equipped Turkish j 
i i . peel ete entertainment program. : 
disturbed when serious disagreement Bath . . . complet prog 4 
“ . 3 ; kd nience 
exists. When queried about this prob- ocean wart ‘b 
lem some of those interviewed thought Ideal qoventirens pesednn cusnentoes. to golf © 
. are ; . ..- racing... deep sea fishing... shopping... 
that the re are no sure-fire methods of theatres and night clubs...Completely Air 
reaching agreements, but they are Conditioned with individual thermo control 
more likely to occur if certain condi- in every guest room. 
tions prevail. Some of these are: W rite for ( olor F older and Convention Specification Sheat 4 


Jerry Lepre, Mgr Kowal Ownership 


1. People should have a clear un- 
derstanding of what is to be decided 
and understand one another. Be spe- 
cific not general in your comments. 


2. Preconceived judgments need SOUTH CAROLINA'S MOST POPULAR HOTEL 


to be omitted from the discussion. 


a FOR SALES MEETINGS AND CONVENTIONS 
3. Careful listening should be 


maintained. Charleston's Only Waterfront Hotel 
4. Personal comments or name 


rs 
calling should not be allowed. 19 lf f / ) : ; f 
5. A positive approach is needed. ort 


6. Select people who have an open Completely Air Conditioned 
ae ee See SUPERIOR FACILITIES FOR MEETINGS 
GROUP DISCUSSIONS & ENTERTAINMENT 


Van Allen Bealer, Manager 
At The Foot Of King Street 


DIRECTLY ON THE OCEAN— 43rd to 44th Streets — Miami Beach, Florida 


a nee , 


7. Have an impartial chairman. 

8. Facts, sound information, il- 
lustrations, and statistics need to be 
used. 


9. Leader should check frequently CHARLESTON, SOUTH CAROLINA 


for areas of agreement. 
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10. ‘These points of accord should standing, compromise or assent in 
be stressed solving problems. One of the most 
11. Completion of part of the glaring errors made by the presiding 
work toward compromise should be officer is to draw incorrect concli- 
accepted sions. One employe says that on too 
12. Free « change of idea hould many occasions the time worn phrase, 
We are agreed upon was used 
sought by chairman ne 
vhen there were obviously those who 
13. Ioxact ny inmiarie need to 
, le | were decidedly In opposition to the 
be mai y presiding Ch / 
pe tae Uy pet ng officia hairman remark Io allay this 
14. Haste in enemy of objectis mistake the chairman should ask each 
‘ oO do not tt to press item along ndi idual if he agrees to the com lu 
00 tast before an Kroup ion as it has been stated. Research 
In rea hing dec ions a ommittec ers note that the secret ballot is orfer 
ally depend pon common inder lifferent trom the voice or hand vote 
FOLDS FOLDS 
UP. , ouT! 
aA it th 
r 8 
d mei 
al 
I} * 
b a 
Shi hi c Sh his! 
ip ftnis.. ow this: 
A compact wooden case is delivered to your booth space. You twirl 
off a few thumb nuts, spread open the two or three wings neatly folded 
into the case—and your handsome Capex all-in-one “Ship ’n’ Show” 
Exhibit Display is set up! On closing day, just fold the wings back in, 
spin the wing nuts into place—and off you go! 
As to appearance—Capex skill and Capex craftsmanship can help you 
develop a real show-stopper. There is a whole series of basic “in stock” 
designs to choose from, with plenty of range for individuality through 
brilliant art and lettering, lighting, product and copy boards, etc. And 
the sel} pac kaged, engineered-in-wood “Ship ‘n’ Show” construction 
saves on shipping and handling, as well as on setup and takedown time 
(and effort!) 
Remember that “Ship ‘n’ Show” represents only one of the ways in 
which Capex can help you deal with your Exhibit Display problem. 
Capex “sales-centered” service covers the whole display field 
offers the specialized knowledge, the modern ideas and the expert 
construction methods which allow you free choice of approaches to 
meet your particular show (and budget) requirements, Our all-out 
help is as close as your mailbox or your phone! 
@ CAPEX Prefabs the pioneer low-budget, flexible Displays bought by 
nore than 1500 exhibitors with 6 ‘In-Stock styles from $169.50, for 
rush needs, supplementary shows 
@ CAPEX Custom Specials any size, any style, any naterials, solid y 
built to your design or ours 
@ CAPEX Logo Show-Drapes @ CAPEX ‘Showmaster’ presentations 
4 C al Write us today (on your business letter- 
) apex ! head, please) for literature describing and 
illustrating the whole broad CAPEX line... 
CAPEX COMPANY, INC. 
615 South Boulevard, Evanston, Illinois 
4é 


‘Therefore, the written method would 
be more valid. 

If the committee cannot make a 
decision because of a tie vote, the 
chairman may need to cast the de- 
ciding ballot. On the other hand the 
problem which may be too “hot” to 
handle at a given time, may be de- 
ferred to a later date. Final decision 
may also be placed in the hands of the 
in the hands 
commonly 


organization or 


authority 


larger 
ot an 
called an arbitrator. 


outside 


‘Throughout committee meetings 
there should be an accurate recording 
of the transacted. ‘This 
normally done by a secretary or re- 
corder. When the group meets peri- 
odically these notes should, of course, 
be COpy 
for approval by the membership. In 


this way accuracy can be maintained. 


1S 


business 


transterred to a permanent 


lhe record of business can be scruti- 
nized by those interested at any later 


date. ‘This process frees the chair 
man from recording efforts and he 
may more fully concentrate on his 


responsibility of guiding the group. 


If you are called upon to give an 
oral report of committee findings 
speak it extemporaneously as you 


would a speech, Outlines are helpful 
and the following one can be used 


ettect 


vely: 


1. Statement of the problem. 

Make it short and clear. Example 

Several complaints have been re 
ceived about parking. ) 


2. Conclusions reached. ( Upon in 
vestigating you find that parking 
bad. 

3. Tell how the investigation 
was made. (Experts consulted 2? Per 
sons interviewed?) Facts and stati 
t gleamed ? 

4. Offer recommendations. Be ce 
tain to recognize alternate ones to re 
main completely objective. If you ar 


before the larger organization, ofte: 
the preferred solution in the form ot 
at the concl ot the 


i motion usion 


port 


the 


\tter 


the chairman 


omimittee s work 


done, may gain added 


nsight regarding his work if he re 


quests unsigned written evaluations 


Future meetings may greatly benefit 
from these suggestions. 

Giving recognition to those who 
did outstanding work pays dividends. 
he ot 


action taken upon their recommenda 


Informing membership an 
tions and thanking them personally 


for contributions would be conducive 


to further cooperation and willing 
ness to serve on committees. 

The End 
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EXCITING INCENTIVE PRIZE FOR 
YOUR SALESMAN’S WHOLE FAMILY! 


‘* 


=7 


Th 


stEbiis 
14444444- 


BANANA 
Ciiiwast 


4 


A week or a weekend in the Nation’s Capital... 
stopping at Washington’s famous SHOREHAM HOTEL 


Here’s an inspiring sales incentive to make any A choice of attractively priced package plans fo 
alesman double his sales effort-—a vacation trip families or group including accommodations, 
for his whole family to the Nation’s Capital! meals, sightseeing and entertainment. Special 
rhree, five or seven days in Washington visit rate for children accommodated in the same 
ing the Capitol, the Washington Monument and room as their parents. All rates are surprisingly 
other national i to ig at 

her , ae hring ind Opping . low, to fit your budyet and our Incentive Plan 
Washington most famous hotel, the Shoreham ¥ 

taff will make a// arrangements for you 


One of the world’s beautiful hotels, the Shoreham 


will be headquarters for your prize-winners and Perfect for a weekend or a 3-day prize trip, too 


their familie hey’ll enjoy the Shoreham’s mag Jecause Washington ist a quick trip by plan 
nificent park setting it pacious, air-condi or train from most Eastern cities, you can ar 
tioned guest room . the excitement of dining range delightful short-vacation packages at the 
and dancing in the famous Palladian Room and Shoreham at a reasonable cost for hotel 
Blue Roon or on the outdoor Terrace, where accommodatior and transportation to and from 
Washington celebrities go for entertainment Washingtor 


Tie Shoreham Hotel 


CONNECTICUT AVE 


ee oe oe oe ee ee ee ee ee ee ee es 


AT CALVERT ST., N. W MAIL COUPON FOR FULL DETAILS TODAY! 
WASHINGTON, D. C. HOREHAM HOTEL, Dept. 1 
are e oore , nnecticut Ave at ' t W 
I, Gat in r Moor Wackinntens. ©, t 
Genera Manage? 
‘ j nfor it ir ale r] ‘ 

John C. Egan, f package Nashingtor 
Sales Vai ger j A 

4 I ; r 

ce ( Zone ta 
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DINKLER Is 


CONVENTION- 


CONSCIOUS 


More than two years of extensive work 
and the expenditure of over a million 
dollars have provided Dinkler Hotels 
with the most advanced, ultra modern 
convention facilities in the South. All 
technical equipment, the latest audio 
and visual devices, excellent lighting, 
giant ballrooms that sub-divide to 
allow for groups of various sizes, new 
restaurants, completely redecorated 
guest rooms, 100% air-conditioning 


and ample parking are among the many 
features that have placed Dinkler first 
for conventions in Dixie. 


DINKLER 


PLAZA 
ATLANTA 


DINKLER- 
TUTWILER 
BIRMINGHAM 


—E 


DINKLER- 
JEFFERSON DAVIS 
MONTGOMERY 


DINE 


DINKLER- 
ANDREW JACKSON 
NASHVILLE 
THE 
l . ST. CHARLES 
ii NEW ORLEANS 
~— i eeerespeperys 


~ 


LER HOTEL 


Carling Dinkler, President 


Carling Dinkler, Jr., Vice Pres. & Gen. Mgr. 


SEND FOR YOUR DINKLER CONVENTION BROCHURE 


MR. CARLING DINKLER, JR. 
DINKLER HOTELS CORP. 
THE DINKLER PLAZA 
ATLANTA 1, GEORGIA 


Please send me your complete brochure on 
Dinkler Convention facilities in the South. 


Nome ‘ - 
Organization ——— 
Title _ — 


Address 


City lone State 


' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
‘ 
‘ 
' 
‘ 
' 
' 
' 
” 
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“PRESIDENTS” listen attentively for facts to help them make policy decisions later 


Every Monday Night 
They Get To Be President 


Top executives attend conference to get total view of 


company operations as is required of a president. Four- 


point formula is used to develop ‘executive technique’’. 


Could you fill the president's shoes ? 
‘Tom Huston Peanut 
Co., Columbus, Ga., get a chance to 
try every Monday night. 

As participants in a unique “Execu 


I’xecutives at 


tive Course,” developed to teach “ex 
ecutive technique,’ each man attempts 
to solve the same problems the presi 
dent of the company might face. Ob- 
ject of the course is to give each of 
the 20-man executive team an over 
all view of the company’s total opera 
tions. 


Runs Five Months 


Course, developed by Southern In 
stitute of Management and American 
Institute of Management, runs five 
months with a total of 16 sessions of 
two to three hours each. At each con 
ference different aspects of Huston 
operations are discussed and explain 
are distributed 
and each man answers questions as 
though he were President Walter A. 
Richards. 


ed. Cuestionnaires 


Emphasis is laid on executive tech 


SIM and AIM, after a two 
year survey, have come up with a 
four-point formula for the successful 
executive, which can be taught to 
others, according to Howard Bowles 
SIM vice-president. Four points, as 
outlined by Bowles, are, “‘(1) to con 
stantly create in his executive mind 
the ever-changing over-all picture ot 
his own operations and surrounding 
world affecting it; (2) to see this 
picture with ‘driver’s seat’ vision—a 
sense of directional responsibility ; 
(3) to decide and prescribe for the 
parts of this over-all picture—inter 
nally and externally; (4) to compare 
results of his decisions in terms of all 
parts of the company as well as dol 


” 


nique. 


lars. 
Questionnaire Important 


Of prime importance is the ques 
tionnaire that requires each man to 
think in terms of the four-point for 
mula before he is able to answer it. 

To do this each man must get all 


the facts about all company opera 
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tions. Many questions require mul 
tiple answers and interpretation of 
tacts. Others require an opinion. 
Students” must make decisions and 
otter suggestions on their own. Final 
ly, men are asked to make an ap 
praisal of the company’s good and 
bad points. All questionnaires are 
seen only by the class moderator, so 
men are tree to say anvthing they like. 


10 Subjects 


Course delves into 10. different 
phases of company operation eco 
nomic function, corporate structure 
health of earnings, stockholder rela 
tions, research and development, fiscal 
policies, production efficiency, plus 
sales and executive evaluation. 

Huston officials hail sessions as an 
mprovement over other executive 
ourses. Says J. W. Feighner, vice 
president (also taking the course) 

One of the main reasons we like the 
I-xecutive Course’ is that many other 
ourses are designed so that the pro 
fessor is called upon to more or less 
tell the company how to run its opera 


rons 


No Gripe Session 


I his course, however, avoids that 
because the educational counsellor is 
teaching executive technique and not 
how to run the company.” ‘This type 
of a course,” he adds, “‘is not a ‘gripe 
session’ but a discussion of facts about 
the company’s operations.” 

Dr. C. Michael White, chairman 
Department of Business Administra 
tion, Huntingdon College, Montgom 
ery, Ala., and educational counsellor 
or SIM and AIM, acts as modera 
tor for the Huston course. He terms 
the course a “liberal education,” ex 
plaining that participants must dis 

iss phrases and technical terminol- 
ogy ratios, balance sheets, profit 
statements, production and research, 
bonds and debentures, accounting 
procedures, financing, economics and 

en advertising, sales promotion and 
irketing techniques in order to get 


inswers to the questionnaires 


President Learns, Too 


Says full-time President Richards 
\lready I am finding facts about 
sur operations that | was not aware 
1, and our other executives are do 
ng the same thing.’ 


The End 
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H IGH standards of 


are a major requirement for 


serving modern industry in the 


planning, design and 


execution of 


4%, 
ahead 


Among our we 
are proud to include: 


Abbott Laboratories IHinois Bell 

Armour & Co. Pelephone Co. 

Automatic Electric Co. International 

Crane Co. Harvester Co. 

Fhe Dow Chemical Co. Masonite Co, 

E. I. du Pont Mead Johnson & Co. 
de Nemours & Co. Motorola 

Eastman Kodak Co. 

Ekeo Products Co. 

General Electric Co. Standard Brands, Ine. 


IBM Swift & Co. 


Owens-Corning 
Fiberglas Corp. 


eneral exhibits and displays, inc. 
2100 WN. RACINE AVE, CHICAGO 14, ILL 


Chicago's leading 
designers and butlders 
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“Outsider” Promotion 
Of Industry Builds 


Goodwill and Sales 


BY JOHN M. WALSH 


Manager, Paper Chemicals Dept. JOHN M. WALSH examines replica of Cyanamid’s exhibit 
American Cyanamid Co. 


American Cyanamid isn't in the paper industry but its ex- = ert. first considered answering. its 


ustomers’ requests, and telling an 

hibit, Your Life with Paper, adds prestige to its customers industry story, problem of budgets 
. i F . immediately made it impossible to 

and firmly establishes company as an interested supplier. take a number of more-obvious ap 
proaches. For example, we knew 

that we could get plenty of impact 

with a two page institutional ad every 


How can a worthy, deserving, but doesn’t seek to impress “Cyanamid week for a year in, say, Life Maga 
inrecounized “"¢ inderella industry on its audience es. Actually, creation Zine but suc h a program was out 
in this case, paper—do more to lift of the exhibit depended on our cus of the question. 
tself up from the chimney-corner to tomers: It came into being because In comparison with a lot of con 
i place of importance in the public they asked for something like it, to sumer products, advertising and pro 
magination ? fill a need that wasn’t being met in motion budget for paper chemicals at 
Ih the first anniversary of one any other way. Cyanamid is a relatively small one 
wuswer to that question: an exhibit I heir desire to see the importance lor that matter, same fact is true of 
illed “Your Life with Paper.’ of paper more widely recognized, plus nearly every such budget concerned 
It is an exhibit for which American our own interest in seeing the indus with sales and industrial promotion 
Cyanamid Co, has been getting much try better-understood, led to the pres of “raw materials’ sold to manufac 
rf rhe edit—particularly with the ent situation, in which an industry turers for their use in production of 
istome ol t Paper Chemicals story is being told by a supplier. a consumer end product. 
By prt despite the ract that it When the Paper Chemicals lo really educate the public one 


PAPER bathing suit is displayed on TV. OVER-ALL view of Cyanamid exhibit VISITORS ARE invited to make their own paper 
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The Ferpeet PLUS COMBINATION 
hh NEW YORK...... 
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BUILDING 
and The Hotel 
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35TH STREET AT 8TH AVENUE 


NEW YORK TRADE SHOW BUILDING 
DESIGNED EXPRESSLY FOR TRADE SHOWS, 
CONVENTIONS and MEETINGS 


¢ 4 floors—200 rooms 
¢ From 20 to 1800 people 
¢ | open floor of 18,000 square feet 


34TH STREET AT 
’ 8TH AVENUE 


In the heart of the city’s trading and 
entertainment area. 2500 outside rooms with bath, 
many with TV. Fine dining facilities—Home of 
the famous Lamp Post Corner, Golden Thread 
Cafe and the popular Coffee House. 


Excellent Convention facilities. Grand 
Ballroom and North Ballroom together with the 
foyer between will provide approximately 10,000 
square feet to accommodate 1400 for Meetings and 
1300 for Banquets. Many other Function and 
Meeting Rooms available. 


¢ Fully air-conditioned 
* Acoustical ceilings 


* 6 hi-speed elevators plus heavy duty 


freight lift. 


© Modern lighting equipment 


Direct subway tunnel to Pennsylvania 


Railroad Station & L.I.R.R. Garage. 


For Convention information write, a a a 
phone (LOngacre 3-1000) or Teletype (NY ae oe eee eee 
1-1384) Jack Potter, Director of Sales, or contact . Adequate facilities 
our nearest Convention Office. : - 
¢ Free tables, shelving, racks 


® Spotlights—special peg-board 


Washington, display walls 
D.C., EXecutive 3-6481 » oReas 
A oy Cleveland, PRospect 1-7827 ¢ Restaurant & Beverage facilities 
tgs Chicago, MOhawk 4-5100 room service. 
Josepu Massac.ia, Jr., President ¢ Center of Show Area 


Cuares W. Core, Gen. Mer. © Tunnel to Penn Station 


Other MASSAGLIA Hotels 3 © Adjacent to Hotel New Yorker 
, 9c oni . 
. Santa Monica, Calif. Hotel MIRAMAR . Washington, D.C. Hotel RALEIGH 2500 sleeping rooms 
« San Jose, Calif. Hotel SAINTE CLAIRE . Hartford, Conn. Hotel BOND 
« Long Beach, Calif. Hotel WILTON « Cincinnati, O. Hotel SINTON F i] . . ’ ile 
. Gallup, N.M. Hotel EL RANCHO . Pittsburgh, Pa. Hotel SHERWYN or Information Contact: 
« Albuquerque, Hotel FRANCISCAN « Denver, Col. Hotel PARK LANE 
and in HAWAII... Duane WwW. Carlton, President 
Hotel WAIKIKI BILTMORE Honolulu New York Trade Show Building 
MIDWEST HEADQUARTERS - 
CHICAGO BOOKING OFFICE . 200 E. Walton DE 7-6344 500 - 8th Avenue 
‘ World famed hotels—Teletype service—Television la New York I. N. Y. 
LOngacre 4-4100 
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two tl vs Wa illed to eitne tance Of paper in a direct, straightto: 
budget (which would be out of ward way, with enough scope to be 
e with Cyanamid take in the pa of interest to a wide range of people 
| dust ompared W th the stake ind eno igh staying powell to last 
paper Ils and converte Na in one display pla e for weeks instead 
the consumer end-prod of just hours 
0 i «ce e that co ild he vin the Ide 1a ound which out exhibit 
» of ed on npl ind inex built is a simple one 
pensivel vhile still pointing the way Paper industry is America’s fifth 
Tf lony-ra i forts | pape largest, one of her fastest growing 
en themsel ve and among her least-known. Fun 
We ae ded on at exhibit i rhe tion of Your Lite with Pape: is to 
can that would be with ou he Ip ( hange that “least” to “best 
pe It wa i fortunate dee ol With that goal in mind Your Life 
suse the exhibit formula ha per vith Pape exhibit was conceived as 
tted demonstration of the par ralle of the many, many product 


and influence buyers! 


Buyers are influenced by product demand. 
Demand is created, most often, by demonstrations 
that inspire word of mouth. 


The same exhibits that influence your buyers at 
trade shows can create demands at consumer 
expositions. Especially at the nation’s largest 
annual gathering of consumers, the State Fair 
of Texas. 


If you would have your product seen —and talked 
about—by more than 2!% million Southwesterners 
this October, write Sales Department, State Fair 
of Texas, Dallas 26, Texas. 


STATE FAIR OF TEXAS 


October 5-20 ” Dallas 


affecting every aspect of life 
made of paper. At the same time, an 
indirect story is told: audience is led 
to realize how uncomfortable ou: 
lives would be if there wasn’t any 
paper to convert into those products 
in the first place. Cyanamid’s part in 
the picture grew naturally; supplier's 
role in giving paper the different and 
special qualities it needs to do its 
manifold jobs is an important one 

Once we had decided to tell the 
story by means of an exhibit, Cyana 
mid’s very “removal” from the pape: 
making business became an asset. Bal 
anced by our direct interest in the 
interests and concerns of paper mills 
manufacturers and converters, it made 
it possible for us to look at the in 
dustry and its products as a whole 
We didn’t have the specific pape: 
man’s problem of “selling” Brand 
Name A over Brand Name B. We 
could tell a wide story of the over-all 
importance of all paper by showing 
i cross-section of uses to which pape 
Is put. 

As to our own business concerns 
they would be served because sales 
men attached to regional offices 
Cyanamid, who would participate 
with the exhibit to the extent that 
time would permit, would gain an 
opportunity to broaden their circle ot 


Rapes 


FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


“Manoir 
Richelieu 


AND COTTAGES 
MURRAY BAY, QUEBEC 


Superb resort living for groups up 


to 600, all-inclusive rates . come 
in June, late August or September 
In the pine-scented Laurentians 
overlooking the St. Lawrence 
large Casino for meetings and danc 
ing. ¢ hampion hip golf, tennis 
Lido beach, heated saltwater pool 
excellent fishing. Superb cuisine 
Write for detailed Convention 


—s 


Sal ae 


bh brochure to H. M. Cos 
Phas tello, ¢ onvention Dept . b 
Box 100, Montreal, 
Canada, b 
AbiY 4 OF CANADA STEAMSHIP LINES 
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triends at high paper-mill levels. there was a great deal more potential i sailboat. Vhey found that while 


With that realization, the exhibit tor public interest than the paper in Cyanamid might be interested in wet 
became a “natural” for us, and dustry had ever thought possible be strength, the public was tascinated by 
its handling largely a matter of ame evident very early in the Melo inything new and newsworthy that 
mechanics. strength program. For one thing had to do with paper. 

\t the very beginning, we had one nationwide news coverage was given The situation was summed up by 
major advantage that made it easie) to new paper products made possible i national publication: “Unless pa 
perhaps, for Cyanamid to build Your by the addition of Melostrength resin per is your business, you don’t think 
Life with Paper than it would have to otherwise-ordinary grades of pa much about it. Paper is simply there 
been for anyone else per. versatile as plastic, indispensable as 

Thanks to the continuing Melo Qur promotion people created pa steel, tar cheaper than either.” 
strength promotional program-—de per bathing suits—and showed the \s we proceeded to make pape 
signed to achieve maximum dramatic \quabelles wearing them; they sewed sur business, it became clear to us 
impact within those same budgetary ip paper dresses and paper raincoats that the industry, and our own sales 
limitations—we know the over-all that worked—and women were tasci men, could profit trom a continuing 
broad extent of public interest in pa vated; they even put a paper sail on program of public education about 


per, and the directions it is likely to 
take, as well as anyone—with the 
possible exception of American Pape: 
and Pulp Assn ‘That program 
which has made Cyanamid increas 
ingly “the place to go if you want to 
find out what’s new in paper’’—was 
launched in 1952, to help promote the 
sale of paper and paper products con 
raining Melostrength resin, a Cyana 
mid compounds that makes pape: 
strong even when wet 

When we started, chemical know 
how to make wet strength paper was 


10 years old—but only “insiders’’ SALES PROMOTION 
knew about it. It had never been 
viven dramatic human value That 


Congratulations on your display! 


a 5 
a 


A WONDERFUL ale , : : 
a a; But— good as it was here’s one sales promotion man who's 
EETING PLACE “* not in the mood to take bows for his company’s display. The 
| planning, designing, building, erection and all the other 
details have taken everything out of him. And the budget! 
He’s way over that and half the bills aren’t in yet. Congratu 
Completely ie , , ‘ 
“AIR CONDITIONED lations may be in order but not from the boss. 


} 


i. : ; TaN se ’ La 8) ’ 
Berens ving One-Stop” Service 

al One way a smart sales promotion man can handle any display 
or show is to take advantage of “One-Stop’’ Service. This 
simply means calling us and having our specialists take over 
every phase of your display requirements. We take pride 
in our creative men, designers and erection staffs. And 


-A Short block from down- na | in 20 years we have never missed delivering on schedule! 
;town Kansas City's Shops, ‘ eer = ‘ 
(Theatres and Businesses. "GSS If you like original, effective displays delivered ' 
Teoanecting Tunnel to new and erected on schedule and most important ¥ 4, 
200 CAR Auditorium in | WITHIN YOUR BUDGET limitations, without  & : 
Plaza Garage tes nt hidden costs, you'll be happy you investigated << Hila i = 
‘For Additional Information O's our “One-Stop”’ Service. Call us soon. . I ‘ 
rite to Ralph Pellow, manager Foye’ 
Display and Exhibit Specialties Company 
1014 Lynn, Detroit 11, Michigan Telephone TUlsa 3-0602 
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KANSAS 
CITY'S 


MODERN. 


FINEST 
type of indoor event. Arena 


SALES floor 127 x 210 f1., 10,500 
MEETINGS seats; Exhibition Hall, 


90,000 sq. f1.; Little The 


CONVENTIONS atre; 26 meeting rooms, 
seating from 18 to 428 
TRADE 


facilities for any 


Air-conditioned Tunnel 


connection to modern 1200 


SHOWS 


cor underground Auditor 
ium Plaza Garage ond to 


EXHIBITIONS 
Muehlebach and Aladdin 


EQUIPMENT Hotels 
DEMONSTRATIONS BD 


in heart of down 


For full details write 
Manager, MUNICIPAL AUDITORIUM 
KANSAS CITY, MISSOURI 


ONLY 


38 


STEPS TO THE NEW 
COLISEUM 


WORLD'S LARGEST 
EXPOSITION CENTER 


Yes, we counted them—only 58 steps from 
our 58th St. entrance to your exhibit at 
the Coliseum 

Make your headquarters here at the 
Henry Hudson Hotel and save time 
money and energy 

1200 Boths 
Double $9 to $15 
You'll enjoy The Voyager, our new dining 
and supper club. Dancing to name bands 
Now open—New Chart Room Bar and Res 
faurant 
* Cafeteria « Banquet and Meeting Rooms 
¢ Ample Parking 2 Cocktail Lounges 
Swimming Pool and Sun Decks Compli 
mentary to Guests 


ALBERT F. KOENIG—Gen, Mgr. 
Frank W. Berkman, Dir. of Sales 


SOT EL 
CO 5§-6100 


New York 19, N. Y. 


353 W. 57th St., 
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paper. 

In ’54, therefore, we arranged with 
American Broadcasting Company for 
a half-hour telecast-tribute to the pa- 
per industry. (Our sales force re- 
sponded to that simple but dramatic 
event but inviting top paper industry 
present as the studio 
made 16 kinescopes 
tribute available through Cy- 
field and, at the 
end of a few rounds of showings, we 
felt pretty sure that the average man 
had a better idea of the importance 
and extent of paper in his life. 

‘The kind of continuing requests 
for “more” that we got from mu- 
educational institutions, local 
Technical Association of 
the Pulp and Paper Industry (mem 
bers are often the men on whom are 
salesmen call), paper mills and paper 
onverters, convinced us that we were 
E-mphasis—in those requests 

for material of interest to students 
(recruiting is a basic industry prob- 
lem) further geared the thinking that 
led the Melostrength program to 
Your Life with Paper, the exhibit 
our customers asked for. 

Planning took a year. 
decided to focus on this question: 
“How did you use your 418 pounds 
of paper last year?’ (Since changed 


executives to be 
audien ce.) We 
of the 
anamid men in the 


seums, 


groups of 


wrong. 


First, we 


Foes 


to 435 lbs.; paper’s popularity grows 
space.) Then we looked for objects 
that would make up the answer. 

We looked for paper in a “homey’ 
way—for paper objects, contributing 
to the poundage, that were part of 
the familiar fabric of everyday life 
and that were immediately identifi 
able even though they might never 
have been thought of as “paper” be 
fore. 

We chased down diplomas (made 
of paper), drivers’ licenses (paper), 
insurance policies (paper), bank 
books and check books (paper), tax 
blanks (paper), bill forms (paper), 
cash register receipts (paper), ciga- 
rette packages and wrappers (paper), 
party favors (paper), invitations (pa- 
per), greeting cards (paper), Coke 
containers and wine labels (paper), 
mortgages (paper), diapers (paper), 
plates and table-‘‘cloths” (paper), 
bathmats (paper), cereal boxes (pa- 
per), sanitary dust-mops (paper). 

We spent a week trying for a 
trafic ticket (paper) and we bought 
road maps (paper), auto seat-covers 
(paper), train and plane tickets (pa- 


per), dance programs (paper), thea 
ter tickets (paper) and gift-boxes 
(paper). We wound up with a 


mountain of merchandise—cradle to 
grave from birth certificate to last 


es Comecal, 


Capturing the spell of the tropics, the spirit of the past, present 
and future of all the Americas! The Magnificent new $17,000,000 
AMERICANA offers 475 air-conditioned rooms — including 40 executive suites — 
an amazing flexibility in meeting rooms, a 385-booth exhibit hall, and 


10 acres of diversions, gardens, and private beach 


_ all within minutes of 


exciting Miami Beach! PLUS— 3,000 deluxe rooms in 6 adjacent luxury hotels 


Ps 
¥ 


REET 


CERANFRON'T 


THE HOTEL OF THE AMERICAS 


| 
America na 


For complete 


simahon address 
CHARLES T CRADOOCA 


vice Present Mng Ow 


» HARD 
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will and Bible, evidence of 
that John Doe uses that are made of 


paper. 


things 


Discarding as we went—it seemed 
that everything was tied up with pa 
anothe1 we 
wound up with display material for 
three panels, out of a total of fifteen 
that had been assigned to the This Is 
Your Life segment of Your Life with 
Paper exhibit. 

In the balance of the exhibit, we 
looked at the past, future, science and 


per in one Way or 


technique of the paper industry. In 
the “future” 
examined some experimental uses to 
which put, 
dresses, bathing suits and houses. The 
illustrated with two dra- 
matic objects that aren’t even ordi 
narily associated with paper: a 2,400 
year-old Egyptian papyrus, borrowed 
from the Brooklyn Museum, and a 
wasps’ nest. We also included less 
known uses to which paper is put: 
one-way mail sacks the U.S. Post 
Office uses in Alaska, tubes for pour 
ing concrete, and pallets for materi 
als-handling—all made of paper. 
We streamlined, got down-to 
earth, and wound up with an exhibit 
detailed enough to stand up to close 


section, for example we 


paper is being such as 


past was 


inspection and_ re-inspection, but 
sweeping enough to be of broad in 


terest. For example, we not only re 
flected each viewer's life, but we let 
make a 
but only 


hand-sheet of 
after 
a pulp log, 


the spectator 


paper himself show 
ing him pine seedlings 
wood chips and pulp lap, chemicals 
today’s 


“tree farms’ of the future 


used in paper-making, and 
test tube 
We weren't seeking large mechan 


ical effects, and we purposely avoided 


them. Instead, we built a complex 
exhibit out of simple things that have 
dramatic impact value. ‘The trafh« 
ticket and Bible are typical. ‘They 


are psychologic ally interesting be 
they are 
readily-understandable 
that are not normally 
terms of ‘paper in my life” at all. 
We succeeded in Surprising people 
into thinking of another 
reason: we didn’t get trapped into 
thinking everybody knew as much 
about paper as we did. Without get 
ting childishly simple, we just did not 
assume that “everybody knows that 
books are made of paper.” Instead 
we tried not to take any paper prod 
ucts for granted, and put books into 


cause ordinary, useable, 


paper items 


thought of in 


paper tor 


their proper place on the Your Life 
panels. 
Also, we relied heavily on our own 


subject We 


pasted 


enthusiasm for the 


rolled up our sleeves and 


YOUR CONVENTION, TRADE 4 
SHOW, OR SALES MEETING ? 


CALL 


manpower, inc. for: 


DEMONSTRATORS STENOS 
MODELS 


BOOTH ATTENDANTS 


BOOTH SET UP WORKERS 
PRE-CONVENTION DETAILS 


REGISTRATION TYPISTS MAILING AND DUPLICATING 


SERVICE 


ys Use our employees as long as you need them at low hourly rates. | 


4 Write for 
DEPT. C 


, ea Mane 2s? 
Lis a Be 
Dp eres 


7s 
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i ® 
E manpower, inc. F 
s OVER 90 BRANCH OFFICES COAST TO COAST é 


MANPOWER, INC. 820 


* 


illustrated brochure to 
N. PLANKINTON MILWAUKEE, WIS 


a sae DAE SP ° 
i RS Slee See ee ee 


America’s newest, most 
modern stadium offers 
30,611 


able arena seats; off-street 


modern, comfort 


MEETINGS 


parking facilities for more 

- than 6,000 cars and buses 

CONVENTIONS over 135,000 square feet 

= TRADE en cen =~ ya 

jor league field for 

SHOWS night events complete 

” Operating personnel always 
EXHIBITIONS available; modern conces 
sion stands; dressing room 


® EQUIPMENT 
DEMONSTRATIONS 


press box and many other 


advantages 


For full details about Municipal Stadium, Write 


CITY MANAGER, CITY HALL 
KANSAS CITY, MISSOURI 


i ctheemneeniieinameieintinnin seanneiahieme tinned tiaiiienae 
(ETSI A Ie 


CINCINNATI’S tarcesr 


AND LEADING 
CONVENTION HOTEL 


Sueraton-Gisson 


Complete Convention Facilities 


1,000 SLEEPING ROOMS 


90% AIR CONDITIONED 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 


TELEPHONE MAin 1-6600 
TELETYPE CI-559 


Ann Kroger, Sales Manager 
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Feople MAKE CONVENTIONS GREAT 


The right people, produce meetings wherein ideas emerge to advance a 
business, industry or profession. Imaginative planning, adequate facilities 
and competent management create the atmosphere and provide the 
services and facilities every great convention needs. 
and speaking of people ... the Di Lido’s Management-Sales team's years of experience and 
know-how makes conventions and meetings held here a credit to their sponsors. 
FRAN CRANE JIM CARROLL 


General Sales Manager 
The Di Lido’s General Man- 


ager knows how to provide 


over 10 years with the City 
' Mian Beach Conventior 


Bureay as ¢ 


entative. Ar 


nvention Repre the necessities and create 


expert at the atmosphere essential to 


ylannir c ti ‘ 
, 9 conventions a successful meeting 


you HAVE THE RIGHT COMBINATION AND 
FACILITIES FOR A GREAT CONVENTION 


Located at the Convention Crossroads of the World, the 
Di Lido offers the finest facilities available anywhere: 


AT THE 
THE HOTEL 


di lido 


ON THE OCEAN AT LINCOLN ROAD MIAMI BEACH 


» Completely Air Conditioned « 330 Rooms + 1000-seat Ballroom- 

Meeting-Banquet Room + five Meeting Rooms + 100-seat TV 
Theatre for small meetings + complete Recreational Facilities 
* two Pools « Beach »« Cabana Colony + Supper Club + Coffee 
Shop + Dining Room + two Cocktail Lounges. 


So SO te 


WHY SKYTOP? 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader 
This scenic 5500 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300 


®% Private club atmosphere, dis- % Outstanding cuisine — private din- 
tinguished service ing rooms 


fx Cecily excessibic tently 100 mi. from % Superb facilities for relaxation and 
N. Y. end Phila.) recreation, including 18 hole cham- 
pionship golf course 
% Excellent meeting rooms, equipped % Beautifully appointed accommoda- 
with all professional requirements tions 


Write for Conference Booklet and complete details 


SKYTOP CLUB High in the Poconos 


BOX 30, SKYTOP, PENNA. «© Wm. W. Malleson, Jr., Gen. Mer. 
D2. Se 


HAVANA or NASSAU 
via 5/s 7 from Miami 


\ HAVANA NASSAU § 
Weekend a) si 
Cruise Every tax 
Friday 5PM 


tl a ll il KE 


} Round Trig on 
(Every Mon and a 
|} Wed 5PM) 


INQUIRE ABOUT SPECIAL GROUP PLAN 


Arrange for your Members to come a few doys early or 


Make these funpacked 
Havana or Nassau Cruises 

a part of your program 
to help build Florida 
Convention 
Attendance 


stay later for needed relaxation by sailing overnight 


to gay Hovano or colorful Nassau with delicious meals in 
deck chairs 


all included in the low-cost fore 


. But Do tt} Now! 
MIAMI 8, FLORIDA 


air-conditioned comfort cocktail lounge 


and bor dancing 


Write for Complete Information . . 


P & O STEAMSHIP COMPANY e P.O. BOX 1349 
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painted and put-together for our- 
selves. (Why didn’t we employ a pro 
fessional exhibit builder? Simple. 
We knew we could have transmitted 
our facts, but not our enthusiasm.) 
Process of immersing ourselves in pa 
per was so effective as a mind 
stretcher that we found ourselves per 
suading customers to forget old “limi 
tations’ and realize that “paper can 
do anything 


Exciting Concept 


It was an exciting concept. As a 
matter of fact, if we had scrapped the 
exhibit then and there, it would have 
paid for itself in the way it armed 
many of Cyanamid’s own personnel 
with new enthusiasm and a new ap 
proach to the old subject of paper 

When Your Life with Pape: 
debuted in New York City in Febru 
ary, 1956, we learned that given half 
a chance, even the oldest hands at the 
business can find paper an exciting 
subject 

‘The premiere audience was made 
up of paper industry leaders, gathered 
for the 79th 
American 


annual convention of 
Paper and Pulp” Assn 
‘They may have come to question 
that anything could get people in 
terested in paper, but they stayed 
to enjoy both the exhibit and Mayor 
Wagner's official proclamation — of 
“Paper Week,” which focussed on 
Your Life with Paper. 

A typical reaction came from 
Mosinee Paper Mills Company: 
“Congratulations on an excellent job 

that helps not only the chemical 
suppliers but the industry as a whole 
in broadening its prestige.” 

The rest of the inaugural year fol 
Working 
closely with the industry association 
(APPA), Paper Chemicals Depart 
ment in New York City and its four 
regional managers scheduled follow 


lowed in logical sequence, 


up showings designed to bring the 
story of paper to the widest possible 
segment of both the industry and gen 
eral public. 

First showing, at California Muse 
um of Science and Industry, Los An 
geles, saw West Coast Manager O 
VI. Cornell and his crew working di 
rectly with Museum Director Joseph 
NMlicchiche and Community Relations 
Committee ot APPA to inform the 
large local paper industry that the ex 
hibit was in their area, working for 
them It 


nearly two 


staved on the job tor 
making about 
60,000 new triends tor the industry 


months, 
according to Museum estimates. ) 

Response there was so 
that Southern Regional 


heartening 


Manager 
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K. E. Youngchild requested it next, 


: . 4 
for use by Camden, Ark., mill of In / 4 { . 
ternational Paper Company, the in La 


: ad 
dustry’s giant and one of Cyanamid’s je! 


TCA 
best customers. out Hf if! 
International Personnel Directo fe! 
James B. Nunn, who had first seen Me ft i” / 


the exhibit at the APPA Convention, pit : 


took the exhibit over for more than 


LWwe 
two months. He arranged for dis jw 


plays lasting anywhere from a day to 
a week at county fairs, hotels, schools 


the whole gamut of local-level - . 
showings that saw the story of pape! reasons We y iC i es 
ot 


brought right down to residents and 


workers of a major paper-producing 


“hing onnen C@N help you arrange a 


schedule was feasible largely because 
we had been determined to avoid a 


a 
common failing of bulky exhibits and successful convention 
had kept to the simplest - possible a2 8 
methods of mounting, packing and 
assembly. 


The very next time you face the prospect of arrang- 
. ing a convention, group meeting or grand banquet, 
Simple to Set Up 


why not put yourself and your problems in the 
hands of a veteran convention planner? 


Your Life with Paper’s 15 panels 
are two separate self supporting tri 
angles and a three-panel center-sec 


tion; the whole is an “island” display. VICTOR J. GILES 
Pivcstnr of Galen add immeasurably to the success of your function, 


At the same time, take a good look at all 16 cities 
where 21 FIELDS HOTELS are located—then pick 


yourself a new and interesting location which can 


Panels are readily unhinged for sep 

I 

arate crating, with display items 

largely removable for individual 
Land 

packing in numbered cartons. Dis 

play set-up is simple: three-dimen 


Fields Hotels offer a variety of settings and accommodations in every area of 
the country. In the NORTHEAST you'll find three traditionally fine hotels with 
excellent meeting facilities, in the EAST you can choose from two modern hotels 
with every up-to-date convenience. On the WEST COAST our newest hotel pro- 
vides an attractive location and unusually fine facilities, while in the MIDWEST 
you have unlimited selection among 13 distinctive hotels. In the SOUTH we 
invite your attention to two hotels in the luxurious surroundings of the “Play- 
ground of America.” All meeting facilities are air-conditioned, guestrooms are 
modern and comfortable, food and beverage service is unmatched. 


sional plaques are mounted on peg 
board hooks at keyed points; certain 
flat plaques, most photographs and all 
copy are permanently afhixed. Fully 
assembled, the display takes up 125 
sq. in. of space; crated, it weighs 


nearly a ton. Our staff of experts will take full charge. The problems of setting up your pro- 
From Arkansas, the exhibit was gram, planning your banquets or luncheons, handling the 1,001 details of your 
shipped back to New York City’s affair are organized and executed in a way that will make your job easier, your 
Douglas Displays, Inc., for the kind function a towering success. 
of refurbishing made necessary by a 
year of normal wear and tear. Some And while the finer points of conventioneering are attended to, you can be 
panels were simply freshened up; assured that a sharp pencil is always used to arrive at your costs. Above all, 
others were rebuilt with new promises once made are never broken when you book into a Fields Hotel 
‘models’ on the old framework. 
Broken letters were repaired, the it So—the very next time you're asked to set up a function, let Vie Giles prove to 
resistible and much-handled paper you that one of the Fields Hotels exactly fits all your requirements 
clothing replaced, and the exhibit, in * THE GOVERNOR CLINTON, New York «+ THE ELMS, Excelsior Springs, Mo 
general, readied for a second year on * THE BUCKINGHAM, New York * THE OAKS, Excelsior Springs, Mo 
the road. * THE CORONADO. $+. Lovis * THE EVANS, Columbus, Nebraska 
First stop of 1957 was Boston + THE PFISTER, Milwaukee, Wis * THE LINCOLN, Lincoln, Nebraska 
Ihe exhibit is there now, at the dy ¢ THE BISCAYNE TERRACE, Miomi © THE CAPITAL, Uincetn, Mobreshe 
« THE BISCAYNE PLAZA Miami * THE MADISON, Norfolk, Nebraska 
namic Museum of Science. I A. ‘ 


. ’ ' * THE BANCROFT, Worcester, Mass * THE ROME, Omaha, Nebraska 
Strovink, Cyanamid’s New England 


* THE COMMANDER, Cambridge, Mass * THE LINCOLN, Scottsbluff, Nebrasko 
regional manager for paper chemicals 


\ * THE BEACONSFIELD, Brookline, Mass * THE CLINTON, Clinton, lowa 
is the man behind that stay o TRE SEMATOR. Saccemente, Cal * THE LAFAYETTE, Clinton, lowe 
* THE ALGONQUIN, Cumberland, Md * THE CHIEFTAIN, Council Bluffs, lowe 
* THE TALLCORN, Marshalltown, lowe 
Publicity Grows _— 5 
SX ee ¢, fj 
Ml, COA fol 
(Stl LZ) wd (HAJ 
| he exhibit S Tarnie has prec eded EXECUTIVE OFFICES 
it, and the natural growth of public 371 Seventh Avenue, New York, N.Y. « PEnnsyivania 6-3400 
VICTOR J. GILES, Director of Sales 
ity works more quickly and_ brings RICHARD B. BRAINE, Convention Manager + JACK SYRETT, Sales Promotion Manage: 
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or : 
personalized | 
exhibits } 
Messmore & damon j 
That “something extra” in 
our finished product reflects a | 


client attitude which, in almost ] 
four decades of exhibit design 

and construction has brought to $ 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 


woo 


We build to help you sell. 


May we fill this role for you? 


Messmore and Damon 
1461 Park Avenue 
New York, New York 


SL i i i i i i i i i i i i i i i i i i i i i i i i i i i i 
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greater benefits at all successive stops. 

Following Boston, it is scheduled 
to fulfill a number of other Eastern 
heading West 


deginning in the Chicago area un 


requests before 


oul 
again 


der Alidwest Regional Manager 
(seorge Fromm S supervision, 

We have found it good policy to 
avoid any “solicitation” of requests to 
ise the exhibit Nevertheless, every 


time we give the bare facts of the dis 


i 


play—where it what it is, what it 
can accomplish—we are flooded with 
letrers askiny for showings here, there 


and everywhere. Ultimate selection 


though, is a matter for regional man 
agers and their salesmen to decide, 
Obviously, offshoot exhibits are 
called for—but they are a problem 
that reverts to the industry, with its 
larger concern and _ proportionately 
large budgets. We have provided an 
impetus; we would be 
our Tunction if we attempted to fol 
down the 


1U0-year educational 


overstepping 


low through all the way 
line and run a 
program for the paper industry. 
What we are geared to do is keep 
We hope 
if only be 
cause it is paying off in profitable new 
relationships for our own men. Their 


one exhibit on the move. 
to continue that program 


experience in moving up from mill 
superintendents contacts to the com 
higher ex 
a gratifying 


relations-minded 
ecutive levels has 


munity 
been 
one. 

The exhibit has had another effect 
on Cyanamid’s overall position in the 
Your Lite With Pa- 
already estab 
concerned 
with and participating in industry 
affairs. We have barrier 
and become more a part of the indus 


paper industry. 
per has solidified oul 
lished 


pattern of being 


b OnChH a 


try. 

Of course, the exhibit could not 
have done the job if it had not been 
backed by the many other activities of 
the Department. As to the extent of 
industry regularly 
giowing sales seem to indicate that 
the exhibit, and the full Mclostrength 
program, have been of help. 


appreciation, our 


Use of the exhibit from now on 
will be geared to continuing our three 
With its help, 


we hope to maintain our record of 
sales leadership, service to the indus- 


success experiences, 


try, and development of a wider un- 
derstanding of the importance of the 
paper industry in American life. 

The End 


| The Only Hotel in New York 
| With A Little Theatre 


Perfect for Your Sales Meeting 


@ Professionally equipped theatre with 530 


spring-cushioned seats; exhibit space of 7,000 


squore feet adjacent 


PLAN YOUR 


16 air-conditioned meeting rooms accomodat- 
ing 25 to 530. Excellent trade show facilities 
Closed circuit telecasts 


SALES CONFAB 


OR YOUR Ad 
ae SAAAIAAEL 


meoee > EEE + Tr 
50 | GREER zn 
60° eee .; ~ 


PED | GERERRREERG er , 

AT THE 5S - p : 5 : . vy | radio and television 
eeE ‘ net Just two blocks from 
FUN ann SUN |fee:ce=: Ih he new Coline 
5 oS 
$ 


* PRA 2: Or. Midtown location—a 
SPOT OF AMERICA ° 


® Fine banquet facilities 
French and American 
cuisine 
1200 modern guest 
rooms. Air-conditioned, 


CAF 5, 
* CAEEEEEE 5 . 
CAF, 
fae SSS Sees > 
, ae PY . 
e 


step to Radio City, 
Fifth Avenue and 
Broadway theatres 


CONVENTION BUREAU 


LAS VEGAS 


NEVADA 


CHAMBER OF COMMERCE 
* . 


© Owner-management as 


sures personalized service 
Write to Director of Sales for sllustrated brochure 


BARBIZON-PLAZA 


106 CENTRAL PARK SOUTH AT 6th AVENUE 
overlooking Central Park 


Here’s why more convention-goers are 
_ GOING EASTERN! 


Only Eastern 


serves all these 


@ Eastern offers comple te convention travel services group plan- 


ning promotion and follow through All details will be taken convention cities: 

care of for you. Convention experts available in 116 cities on the Miami-Miami Beach Tampa-St Petersburg 

Eastern system ° : 
Jacksonville * Orlando * Daytona Beach 


@ Let us plan a post-convention trip for your group—America’s most 


! popular vacation areas are only hours away when you fly Eastern! West Palm Beach * San Juan, Puerto Rico 
Leaders of groups of fifteen or more are our guests Washington, D.C. ” New Orleans 
For full details: write or call Convention Manager, Atlanta . Atlantic City . San Antonio 
Eastern Air Lines, 10 Rockefeller Plaza, New York 20, N.Y. or your local is a 
Eastern Air Lines Office. Houston * New York * Chicago * St. Louis 


as 


95% OF THE NATION’S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTERN 


“ABAKER hotel, Dallas, Texas 


Dallas’ finest convention hotel, the BAKER. 

800 attractive guest rooms, completely air con- 
ditioned, 11 beautiful meeting rooms all on one 
floor, ample exhibit space and capable convention 
staff. In the heart of downtown Dallas. 


S. 
AFFILIATED NATIONAL HOTELS 


Annan vexas 
MOTH 208 a) a as Ward be wOTH SThPHtn © atte 
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(MOANA 
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Dr Pepper Program 
Packs Punch 
Paced by Pageant 


Real circus—complete with perform- 
ing animals—is nucleus of meeting. 
Bottlers' parley takes advantage of 


circus wintering in convention city. 


V-P CLEMENTS climbed 
sboard a midget elephant to 


ead parade to open meeting 


Lions roared lown ivorted An actual circus tent i ring 
lephants and llamas drank Dr Pep ind cages full of circus animals, were 
per from new king-size bottle il et up in the Gsrand Ballroom ot 
in authenticall ! ile neet Statler Hilton Hotel \ hon-taming 
ng held in Dalla ict was one of the entertainment fea 
Ih (jreatest Opportunit on tures. Equipment, animals and circus 
lwarth OnVENTtION lramatized Dy ittendants were secured from the Gil 
Pepper bigyver, better and brighte1 (jray Circus, wintering in Dallas 
prospects tor 19 to independent! The meeting closely integrated cit 
franchised bottlers and Dr Peppet fanfare and sales theme. It opened 
iles personnel Phrough bottles with a small-scale circus parade led 
ind vendor operator I); Pepper b 1) Pepper s sales \ p W \W 
Company distributes its sott drink 1 Clements, on a midget elephant, and 
+4 states and to foreign countri enlivened by the mpah impah m 


BARKER welcomes guests te 


Greatest Opportunity on Earth CA 


pah of the circus band and whistle 
then quickly 
got down to business. Speakers’ talks 


of the steam calliope 
none over 20-minutes long 
spelled out to bottlers the reasons why 
they'd be able to make 1957 ther 
biggest Dr Pepper years. (Some ot 
those reasons: Dr Pepper’s expanded 
zone manager organization tor closer 
oordination ot effort between bot 
tlers and Dr Pepper Company; big 
gest advertising budget in Dr Pepper 
history, and biggest cooperative ad 


vertising program with bottlers 


vil 


il 
' | 


ES for lion taming act were set up in the hotel ballroom. 
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CIRCUS animals were fed Dr Pep 
per's eloquent, elegant and eternal 
elixir’ and apparently enjoyed it 
Giraffe, scheduled for the show 
couldn't fit into the lift used to hoist 
the animals into the ballroom—his 
neck was too long. Handlers and ani 


mals were from Gil Gran Circus 


DECORATIONS turned 
ballroom of Statler Hiltor 
into authentic big top 
Circus ring was 24-ft 
two-sided turntable. While 
one act was on, next act 


wa being et up in the 


back A serious business 
was ntegrated info circu 
attractions and etting 


GRAND FINALE saw Dr 
Pepper executives and cir 
us cast assembled to 
gether. Circus theme was 
ntegrated into all aspects 
of the meeting, Key points 
of speakers were drama 
tized by actual scenes 


played on the "circus ring.” 
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greater use of new bottles and pack 
ages ; better-than-ever training courses 
for bottlers’ driver-salesmen; bright 


prospects for continued improvement 


nm soit drink price structure, ) 


In a panel discussion, leading bot 
tlers backed 
prediction 
1957 


We tried to make this convention 


ip [Dr Pepper executives 


of big Dr Pepper sales in 


ombine sensational entertainment 
with solid ale benefit to our bot 
tle a Wesby R. Parker, Dr 
Pepper's executive vice-president. 
peaker key points were drama 
tized by actua cene staged on the 


THE FLORIDA 


‘circus ring.” “This was a 24-ft., 
two-sided turntable,” explains Peter 
Wolf, Peter Wolf Scenic Studios, 


Dallas. ‘While one scene was being 
played at the front, another was being 
set up at the back. It then took only 
seconds to swing the new scene into 
view.” 

Example of scenic dramatization: 
Dr Pepper’s pr man H. E. Ellis 
talked about importance of bottlers’ 


delivery trucks and driver-salesmen 
always looking spic-and-span. The 


stage revolved and brought before the 
trucks 
“right” and 


audience two actual delivery 


showing 


and drivers 


makes your convention more relished 


Let the lure of Florida put zest 
and enthusiasm into your con 
vention or sales meeting plans 


People who've never been to 


Florida want to go—those who 
have are invariably keen about 


going again. Either way, Flor 


ida as a convention site gets 


enthusiastic response 
Because Florida’s resort in 
dustry is expert in the field of 


entertaining large crowds and 


catering to people’s likes, your 
meeting plans are immeasurably 
facilitated 

Many 


Florida 


specialists in arranging 


attractive 
conventions, tending to minute 
details to relieve you of much 
of the worry. Their convention 
committees work hand-in-hand 


with yours to lend valuable help 


in promoting full attendance 


for your meeting 


Color-Movie Aids are Yours 


Florida has a number of com 
pelling films of interest to your 
group which will help with the 
promotion of a Florida conven 
tion. Scenics, 
interest footage 


general 
You may have 
one or more of these films free 
your member 
available are 


sports, 


for showing to 
ship. Also 
of suitable convention sites in 
information 
to aid in planning a Florida con- 
vention. For immediate response 


lists 


Florida and other 


simply write on your business 
or association letterhead to: 
State of Florida, Room 1632-E 


Commission Building 
‘Tallahassee, Florida 


es OO) Fa BD X 


...land of good living 


“wrong” ways. 

Animal cages — sans lions — made 
unusual settings for Dr Pepper dis- 
plays of new bottles and packages. In 
a room adjacent to the Grand Ball- 
“side show” featured manu 
displays of Dr Pepper 
endorsed bottle-vending equipment, 
electric coolers, and fountain dis 
pensing units. 

Speakers’ talks were prepared well 
in advance, and copies given to Charles 
Meeker, head of State Fair Musicals. 
With a thorough understanding of 
the meeting’s sales objectives, Meeker 
wrote a Dr Pepper theme song and 
other special music, hired song-and- 
dance entertainers, and planned both 
“spots” and one full 


room, a 
facturers’ 


entertainment 
evening of entertainment. 

Grant Advertising, Inc., partici 
pated in the fast-moving two-day 
program by helping with the adver- 
tising presentation. 

Bottlers’ wives had been invited 
and many came. Nearly 700 guests 
sat down to the closing banquet. (For 
this meal, and both luncheons, all 
were guests of Dr Pepper Company 
Bottlers paid their own hotel ex 
penses.) Four attractive door prize- 
were awarded each day. 

The convention had frequent ‘1 
terludes so guests might get ‘an 
energy lift with Dr Pepper.” On 
the circus-type program, the drink 
was variously billed as “that deli 
cious, delectable, delightful delicacy 
Dr Pepper,” “that eloquent, elegant 
and eternal elixir, Dr Pepper,” ete., 
etc. An amusing feature of these in 
terludes was the circus animals’ ap 
parent enjoyment of Dr Pepper. 

Animals, cages and all props were 
brought into the hotel by means of an 
outside lift. It had been planned to 
include a giraffe but that beast’s 
long neck wouldn’t fit into the lift 

Dr Pepper Company followed up 
the ‘‘circus” sales meeting with a pro 
fusely illustrated article in its house 
organ, which goes to homes of all bot 
tling plant employes and all Dr Pep 
per employes. ‘lo bring the “Greatest 
Opportunity on Earth” 
bottlers’ driver-salesmen 


message to 
indeed, to 
all bottlers’ employes and their wives 

Dr Pepper Company now is con 
ducting regional sales meetings over 
the country. 

Cost of the colorful two-day “cir 
cus” convention? “It was consider 
able,” admits Dr Pepper's president 
Leonard M. Green. “But we con 
sider it well worth-while because it 
drove home our sincere conviction 
backed up by the largest advertising 
and sales promotion outlay in our 
history — that 1957 will be Dr Pep 
Pepper’s executive vice-president. 
The End 
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white: 
DELTA DC-7’s SERVE 


iff the most important 


CONVENTION CITIES 


Fly Delta to your business meetings or conventions. Experienced per- 
sonnel will help you contact members, reserve space and make all 
arrangements for your convention flights. Delta offers wide choice of 
flights and fare from the economical Day and Night “Scots” to 
the Golden Crown DC-7’s. DC-7’s are the World’s Fastest and 
Finest Airliners 


Call your local Delta Sales Office or write to 
Convention Bureau, Delta Air Lines, 


NEW YORK 
NEW ORLEANS 


CHICAGO 
MIAMI 
DALLAS 
ATLANTA 
HOUSTON 
ST LOUIS 


One of America’s 
Pioneer 


General Offices, Atlanta Airport, Atlanta, Georgia AIA LINES Scheduled Airlines 


1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 


huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
ond stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention  stoff. 
Color brochure on request 


The South's Largest and Finest 
Convention Hotel 


ALABAMA 
HOTEL ADMIRAL Stmmes Mobile 
HOTEL THOMAS JEFFERSON Birmingham 
Orsreict OF COLUMBIA 
MOTEL WASHINGTON w 
INDIANA 
HOTEL CLATPOM: Iedianapelis 


EF, A CLI IES? e @ CHECK THE | * rs 


NEBRASHA 


CHICAGO—Mohawk 45100 


AFFILIATED NATIONAL HOTELS 


WOTEL PARTON . 
NEW MEXICO 2 > 
WOT CLOVIS Clovis 
SOUTH CAROLINA 
> | HOTEL WADE HAMPTON Cobembie 
\ TEeLerPHnone 
NEW YORE .Murray Hill 66990 
mEnICO CiTY-10 


TEXAS 
HOTEL STEPHEN F. AUSTIN 


HOTEL BROWNWOOD 
HOTEL BAKER 

HOTEL TRAVIS 
woth Cco#rz 

buCcCANtER 

woTlt Gavel 
MOTEL JAM LAPITTE 
CORONADO COURTS 


HOTEL PLAZA 
WOTE LUBBOCK 


HOTEL manor 
ANGELES COUNTS 
VIRGINIA 
HOTEL MOUNTAIN LAKE Meunteln Late 
Nertoth 


HOTEL MONTICELLO 


WASHINGTON fxecutive 36481 
400 


HOTEL New Orleans 
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| Ting inia 5 Most 


Finest Meeting Facilities in All of 
Virginia Are Yours in These Expertly- 
Managed and Tastefully - Appointed 
Hotels, 


fe John Marshall 


Fifth and Franklin 
RICHMOND, VIRGINIA 
AIR-CONDITIONED Virginio Reom, on mele 

lobby fleer, seats up te 1,000 


AIR-CONDITIONED Patrick Henry-Stonewal! 
Jeckson Room (600) 
AIR-CONDITIONED George Wythe Room (150) 


ROOF GARDEN accommodates 500. 6 additicss! 
AIR-CONDITIONED CONFERENCE ROOMS. 


$00 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH 


FOR RESORT CONVENTIONS 


*/ Chamberlin 


Old Point Comfort, Fort Monroe, Va 


The Largest and Finest Hotel on 


Virginia’s East Coast 


AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 
AIR-CONDITIONED Monroe Room (125) 


AIR-CONDITIONED Chesapeake Room (30) 
Reet Garden 


300 Beautifully Furnished Rooms, All Outside 
each with private boths 


OPEN ALL YEAR 


AUUINANAANAOE SADA OPMMDSANOOOUTTY AALAND UAAAA AAA RDUL ALLAN CELL OCOTOAAEOMPODOUATAAGAL OU UALAANAAnOU 


RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


HOTEL KING CARTER 
250 Reoms. Rates from $3.50 


HOTEL RICHMOND 
300 Rooms. Rates from $4.00 


HOTEL WM. BYRD 
200 Rooms, Rates from $4.25 


Write for FREE = Interestin Brochure 
> Giving Full Convention Facilities in De 
+ tall and Fioor Plans! 

2 TWX Connects all 5 Hotels 


a 


iwi {ALL NO04V000 QMO PNSPOEUCEHANEP OASYS AAA POMERAT 1449 eNO Mm 
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What To Do About PR 
When You Open a Plant 


Check list of over 40 activities to consider to capitalize on 


news value of plant opening. Good opportunity to cement 


relations with customers, suppliers, employes, community. 


BY WILLIAM F. SIGMUND 


It's no longer a secret that good 
public relations mean good sales. And 
a plant opening Is as good an oppor 
tunity as any for an effective public 
relations job 

Opening of a new plant is the time 
to establish friendly relations with 
the community. It’s the time when 
you can invite all kinds of people to 
see for themselves what makes a par 
ticular organization tick. It’s a good 


peg for news stories about the 
plant and product. It’s an opportunity 
to show your friends and associates 
in the trade, among your suppliers 
and your employes that the company 

a good neighbor and a good citizen 

hat, in short, is why we deter 
mined to make “the most of it’? when 
we learned that one of our advertising 
clients \ 
getting ready to open a newly en 


larged plant in New Bern, N.C. 


population about 15,000. In a town 


Sagners Son Inc., was 


this size, Sagner’s plant with 500 em 


plo ( l ol course, economie ally 
quite important 

Sagner manufactures “‘Northcool 
immer clothing for men which is 
old from Boston, Mass., to Culacao 
North West Indies. I can’t tell you 
just how many thousands of people 
we reached with the New Bern plant 
opening story It was carried ovet 
the New Bern radio, a nearby ‘T’\ 
tation, covered by most newspapers 
n North Carolina and had our 
town na dither of excitement for 
ouple of da But | wager that yo 
nn ind a New 
three or more years old on or about 
Jan. 18, 1957, who hasn’t heard of 


and Northcool. And a good 


many North Carolinians, besides, un 


Berner who was 


Sagnet 


doubtedly now hold a warm spot in 
their hearts for the company. 


We tackled the 


as you would a military operation. It 


“opening” much 
had to be carefully planned and co 
ordinated. By “we’’ I mean Sagner’s 


Henry J. Kauf 


advertising agency 


man & Associates, Washington, D.C 
As the Sagner account executive, | 
appointed myself coordinator of the 
event. My “task force’ was composed 
of Sagner’s sales manager and head 
quarters staff, the New Bern plant 
manager, and our agency’s public re 
lations, radio, creative and production 
departments. Right from the start 
we set up a memo system which kept 
all of us constantly advised. 

Our first task was to set the date 
for the opening. ‘That sounds easier 
than it is as anyone who's ever been 
involved with a construction job can 
tell you. But your opening date as 
well as the time and place — must be 
firm before any other activities can 
begin. (If your major ceremony is to 
be held make alternate 
plans for bad weather. ) 


outdoors, 


Our plans began early in Novem 
ber, 1956. By mid-December we were 
able to set the opening for Friday 
Jan. 18, 1957, after the construction 
people swore up and down that they 
would be ready by then. Miraculousl, 
they were. Here is the program we 
decided on: 

3:30 em Dedication ceremonies in 
front of the plant (outside 
if weather permits, inside 
in case of rain). We de- 
cided on this time of day 
so the school children could 
attend and we could go 
right through with our 
afternoon cocktail affair 

4-5:00 em Tour of plant by guests and 

public 

5-7:30 pm Cocktail party and buffet 

supper for invited guests at 
Gov. Tryon Hotel 

8:30 pm Employe dance. 

It’s a simple, little program. But 
its full success involved a lot of de 
tailed work. ‘To do it efficiently we 
worked up a list of contacts: names 
addresses, business and home phones 
of the plant manager, editors, key 
people at the radio station as well as 
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The heritages 
America ~ 443 | 


memorials, statue 
government bui 


is the nerve cente 
nation, and of th 


only in 


Washington, D. C. 


the nation’s leading Convention City... 


" “yy Awan 


The D.C. Armory 


for conventions, trade association shows, 
industrial and commercial exhibits 

Largest exhibit space in the nation’s capital, the 
a.& Armory has 76,000 sq. ft. of unobstructed 
floor space—all on one floor. An additional 65,000 
sq. ft. on lower floor available on request 

In addition to its convenient location, it offers 
complete convention and exhibit facilities, plus 


4 many other features 


am seig ed 


The most beautiful city in the 


world , . . Washington's magnificent 
monuments, celebrated landmarks, ' ' 
countless modern hotels, and special or information 


seasonal attractions — her as a NATIONAL GUARD 
| ARMORY 


2001 East Capitol Street, Washington 3, D. ¢ 
Lincoln 7-9077 


write Arthur J, Bergman, Manager 
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the hotel were Stanley Sagner, company presi 
Next we drafted a check list of all dent, and Michael J. Posta, local 
letails to be taken care of to make the plant manager. ‘lhe agency prepared 
pening a full succe in every re speeches for both.) 
pect. On it we indicated who was 2. Invite minister for invocation 
espon ible for what. Here is what (We decided on loc al captain of Sal 
this list looked like, minus specific vation Army as a non-sectarian ap 


issignment proach. ) 


3. Prepare list of honor guests and 
(‘This list included the 
entire City Council, other city and 
officials, presidents of business 
and service organizations, trade union 
ofhi ials 
and retail outlets. ) 
4. Secure 
address system tor ceremonies 
taining pertinent facts about the plant 5. Design and 
Other 


Dedication invite them. 


1. Prepare list of 
vite them. (Our main 
His Honor Mayor of 
He readily 


telephone call from agency headquar 


pe akers and inh 
speaker Was state 
New Bern. 
accepted in response to a key executives of suppliers 
ters and did a wonderful job. ‘The a well functioning pub 
ipency prepared a memo for him con Lic 
print invitation 


ind the industry speakers cards 


KVERY THING 
ie your carefr ¢ plea sure a comport 


THE BRITISH COLONIAL HOTEL 


Vassaun @ Bahamas 


, Ihis World Renowned Hotel Offers Its Spa- 
ous Tropical Grounds, Finely Appointed Accom 
modat Unrivaled Recreational Facilities 
f ( up Meetings and Conventions 


6 


yf Ju ne’ the 


Come to Nassau—“The Isl 


{yritish * 
volonial 


NASSAU+ BAHAMAS 


Ma Griffith, Director of Sale 
n Gate Hotel 
PHE BRITISH COLONIAL 
NASSAI 


HOTEI 
BAHAMA 
BRITCOL 


Col. Henry R. Dutton, General Manager 


veh sieniaiainiia KE es 


ong _ + WEST'S GREATEST CONVENTION RESORT — 
>< All convention activities under one root © Groups op to 000 © American Plan 
with ple 0 do for relaxation. Swim © Sightseeing «© Ample Meeting fi 
dancing, golf, tennis Booms i oe —_ won 
———— a 1 Mex yn hour jab Goll and 'enmts feciiities 2 
Joa ring Jai Alai and racing © Deep cea fishing 
We'll help you make your next convention the best yet! k Wes 
H. @ KLINGENSMITH GETHIN DO. WILLIAMS 
| ———— gon Managing Oirecter Convention Mer. > 


on _ Hotei det CORONADO ey 
— Coronado, Southern California — 
ee 


A.H.A. TRAVEL 
CARDS ACCEPTED fy 


won” 
The Famous All-Year Resort 
Across the Bay from San Diege 
Sk ee ea a 
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6. Design and 
booklets. 

7. Arrange for addressing invita 
stamped return 


print program 


tions which include 
cards. 

8. Prepare “host” name 
for guest and plant officials. 

9. Arrange for ribbon (for cut 
ting ceremony) and flowers. (Who 
would have a ribbon? The florist, of 
course, we discovered. ) 

10. Invite high school band to pro 
vide music. 

11. Design and produce imprinted 
balloons, pencils and note pads, as 
giveaways during ceremony. 


Plant Tour 


1. Determine route of tour and 
see that it is properly roped off and 
guide signs are prepared. 

2. Select and brief key plant per 
sonnel to explain operations at each 
major point of interest. 

3. Select and brief hostesses from 


badges 


among female employes to handle 
crowds. Provide hostess identification 
badges. 


4. Prepare newspaper ads and 
posters inviting public to plant tour 


Radio and TV Coverage 


1. Arrange for radio coverage of 
( New Bern’s lead 
WHIT, readily agreed 

live coverage, charging us only a 
small fee for line Broadcast 
was originally set up for 15 minutes 
but the station gladly extended it to 
half an hour. WHIT also provided 
us with sets so we all could listen to 
the rebroadcast during the 6:30 news 
cast which occurred during our cock 
tail party.) 

2. Arrange for teievision news 
(While there is no TV 
station at New Bern, a nearby station 
which 


opening ceremony. 
ing station, 


costs, 


coverage, 


covers the entire area, was 
happy to send a news camera to cover 
our proceedings. ) 


Picture Coverage 


1. Arrange for still photos for 
newspaper publicity and souvenir al 
bum. 

2. Arrange for film coverage for 
television and use at Sagner sales 
meetings. 


Advertising 


1. Obtain time for 
nouncements inviting public to open 
ing ceremony and plant tour. An 
nouncements started four days before 


radio an 


opening. 

2. Set up schedule for newspaper 
ads and prepare them. (We decided 
on a quarter-page ad two days prior 


to opening; half-page ad a day prior 
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to opening; and full-page ad in a spe 
cial section (see below) on opening 
day in New Bern’s only paper, Sun 
Journal. In addition we took a three 
quarter page ad in Daily News Ree 
ord, a men’s clothing trade publica 
tion. ) 


Newspaper, Radio, TV Publicity 


1. Agency P.R. department to set 
up schedule for news releases—all of 
them to go to all North Carolina 
newspapers and radio stations plus 
leading trade publications. 

2. First January 3: 
Announcing opening date, describing 
facilities and background of firm. 

3. Second release for January 16: 
Details of opening ceremony includ- 


release for 


ing those attending and description 
of operations to be shown at plant 
tour, 

4. Third 
(timed for 
ing events of opening day 


release for January 19 


Sunday papers): Cover 


Special Newspaper Section 


1. Contact New Bern newspape 


about running a special section on 
opening day. 

2. Provide paper with list of po 
tential advertisers suppliers, banks, 
contractors, hotel, and local retailers 

who might insert congratulatory 
messages, 

3. Prepare letter to solicit adver 
tising tor spec ial section. 


4. Provide 


and editorial background material for 


paper with pictures 
special section, 

5. Arrange for extra copies of spe 
cial section for distribution to Sagnet 
thou 


sand extra sections were ordered and 


retailers after opening. (Six 
were run off with the regular edition. 
This turned out to be a huge success. 
With the 
coverage wa 
obtained 82 


igency S assistance, editorial 
complete. Sun Journal 
ids for the 12-page sec 


tion. ) 


Cocktail Party 
I. n festive little 


t\ 


reception to 
provide opportuni to greet and get 


to chat with out 


oft-town guests and 
the asset 1 VIPs. 

2. Arrange all catering details. 

3. Hostesses fron slant 
as hostesse it party i 

4. Age t arranye 
and ri 


hear news co 


tour act 


ror | \ sets 
Lic ot guests can see and 
opening earlier 


in day. 


Employes’ Dance 
1. (Arrangement ( be 


made by 
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employe social club. 
2. Arrange for 
with $5 and $1 bills) to pop at cer 


balloons (some 
tain intervals. 

3. Set up and provide door prizes 
including ‘I'V set and Northcool suits 
and slacks. 

4. Arrange for decorations and 
flowers to be sent to local hospital the 
morning after. 

5. Parting 


Sagner 


word from President 


Follow-up 


Send thank-you letters to senders 
of wires and flowers, and advertisers 
in the special newspaper section. 

Planning in good times, assigning 
definite responsibilities for all neces 
meticulous 


sary details, and carry 


assured a smooth, unhectu 
It actually gave 


is time to think things through and 


through 
Staging ol the event 
add a few little touches as we went 
along. It turned out to be not only 
ul day but quite enjoyable 


a su SSI 
tor all concerned 

Yet, I couldn't help but feel a little 
as | arrived with our 
Sagner officials at the 


Bern airport on opening day 


apprehensive 

contingent of 
New 
Imagine our surprise when we found 
that we had succeeded in building up 
so much excitement and anticipation 
that a City Fathers 
greeted us as we stepped off the plane 


delegation ol 


It augured well for the day that we 
were able to rasp the hand of the 
mayor and the president of New Bern 


Chamber of Commerce The End 


Big enough to service you .. 


YOUR COMPANYS HANDSHAKE TO THE PUBLIC 


‘ 


Here in 3 


dimensions, i a 


Show Exhibit: mirroring 
the personality of a company . . 
its sincerity and integrity... the 


products it makes, 


Keeping old customers and mak- 


ing new friends for a_ distin. 
guished list of clients has been 


our privilege for many years, 


, STRUCTURAL DISPLAY CO., INC. 


19-19 24th 


ave... Be BE Cy 
AStoria 4-1136 

3 West 61st St.. N. Y. ¢ 
ClIrele 7-0212 


> he oi 


. small enough to care. 


EXHIBITS + SALES AIDS - DIORAMAS « MODELS « TRADE SHOWS 


— | 


TABLE TOP scale model of world fair building 


wey! 


IF YOU CAN AFFORD IT 
The Model Maker Can Make Anything 


From an earth satellite to cities in miniature, from exact 


size to models 50 times normal size, model makers blend 


skills and ingenuity. While they are busy with projects 


for industry, most of their time is now for the military. 


BY ED BURNETT 


Sales Promotion Manager, Ivel Construction Corp.* 


Vlodel have two Das ippoe il 


First, they are utilitarian the work 
econad perhap more important ind 
the reason they work so well, models 


timulate a delighttul nostalgia. It 


the child in a man that almost in 


tinetivels niake hin reach out to 
touch or operate a miniature 

Lhe excit ny world of a child is a 
three-dimensional world everything 
he handles or sees is a three-dimen 
onal object And there seems to be 


i distinet carry-over ot this delight in 
solid substance in the excitement with 
which the ave rage man Views a three 
dimensional model 
Interestingly enough, models have 
fascinated man almost since the be 


\lodel boats 


ginning of written time 


Brooklyn, N. Y 
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have been tound in numerous ancient 


bg ptian tombs while happy heurines 
Were tandard equipment in the 
graves of the ‘Loltecs in pre-Colum 
ian Mexico Models in tombs had 
i specihc: purpose to add to the en 
joyment of life after death As fur 
ther proot, museums have models of 
long dead civilizations made by civil 
izations themselves long dead, indi 
cating the joy of man in making rep 
lic as. 

Models can be and are 


practi ally 


made ot 
anything that exists, o1 
can be dreamed by man. ‘They range 
a building 


as seen from the air, to a detailed 


trom a block simulating 


scale model of a new world ranging 
over several acres (e.g., the fabulous 
Futurama of General Motors at the 


1939 World's Fair) 


LARGE DIORAMA features all modes of transportation—even miniature autos 


One man has made a model ot 
Vianhattan As hobb 
shows indicate (a field day for the 
model 


in. cardboard. 


maker ) men stil 
mount full rigged clippers in glass 
bottles. Punch and Judy Shows (a 


well as TV 


fascination of puppets; and many 


amateul! 


still prove the age-ol 

hurch at Christmas has its outdoo 

creche. 
Railroads builders ihe 


mount and 


urplane 
steamship lines proudly 
display detailed models of their new 
est masterworks. Trade show visitors 
remember the talking automaton, o1 
exhibit of eccentric gears, or a highly 
realistic working scale model of an 
oil derrick in elevator or a stean 
engine 


Visitors at the newly opened *x 


hibit of the New York Stock Ex 
change (see page 36) can see one of 
the marvels of the art an exoth 


diorama of farming under the sea, a 
designer's and model maker's imagi 
native concept of one facet of the 
fabulous future. 

Why use models? There are three 
physical limitations 
of existing subjects, time element and 


major reasons 
visual impact each with corollary 
reasons : 

Physical limitations: Objects that 
cannot be handled successfully othe: 
wise because: 
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a. 


id, 


MOVING PARTS of Diesel fuel pump is demonstrated by 
use of cutaway model. Audience participation is invited 
by crank handle which moves parts when turned. Precision 
scale model (right) of new transport is cut away to show 


passenger compartment and other features of new plane 


ou 0? RIDES geeee 
' aren 


CAREFUL BLENDING of the work of the artist and mode! maker is demonstrated in this 


display featuring severa arger-than-life size models of 
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MODELS may be either 
large scale or miniature 
Scale model of actual 
4,000 acre real estate de 
velopment (left) is 20 
wide by 60 ft. long. It in 
cludes 3,800 homes in 12 
different ‘styles 2000 cars 
and 300 special! buildings 
Drive-in movie 18-hole 
golf course and swimming 
pools are also included 
Trees were dyed 10 
shades of green to catch 
foliage variances. Model 
(right) demonstrates via 


i 


motion the inkages in an 
electronic gauging de 
vice s 36 times larger 
than life to show opera 


tion 


BRINGING THE JEI AGE 
to Main Street U. S.A. 


DIORAMA of Andes Mountains is setting for 


and drawings scale model 


of portable atomic power plant 
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Sf esses ecee 


THE COMPLETE 
> SALES MEETING SERVICE 
“4 STAFFED BY EXPERTS 


Planning a sales meeting? Plan on Cellomatic 
the one Meeting Service that offers you 
every form of visual presentation! 


Script ® Direction ® Production © Staging ©@ Slides © Carbon 


Arc Projection @ Strip Film @ Motion Pictures 


plus 


a slide 


Lacs 


projector available. 


. . and that big 


CELLOMATIC PROJECTION! The only animated slide 


budget. You must see it to believe it! 


You are cordially invited to visit any of our 
three offices for a personal demonstration. 


Literature on request 


CELLOMATIC CORPORATION 


NEW YORK CHICAGO 
756 SEVENTH AVE 556 W. MONROE ST 
HOLLYWOOD 
7313 SANTA MONICA BLVD 


Imagine the animation of motion pictures on 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
's the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


layout, it 


Groups from the following companies were recemtly entertained at The Belleview: 
Faso Standard Oil, Travelers Insurance Company, Security Mutual Life, Wirebound 
Box Manufacturers, Aetna Life, Northwestern Mutual Life, Metropolitan Life, 
U. S. Independent Telephone Association, Scientific Apparatus Makers Association, 
National Association of Architectural Metal Manufacturers, American Institute of 
ountants 


Acc 


- 


DON CHURCH, Manager 


1. They are too large to be 
grasped or handled—except in model 
form. 


2. They are too small—except in 
an expanded model—to get a given 
concept across. 

3. Problem is too complex to 
grasp from drawings or prints. (A 
good example is a new plant, with 
production lines, traffic 
flow, shipping, receiving, packing et 
al. Through a model, management 
can see what is going to be and modi 
fy before finalizing. ) 

4. Item is too closed-in or too ob 
scure until cut-away, exploded or iso 
lated. 

5. Assignment cannot successfully 
be visualized—except in model form 

in say a 20’ x 30’ display booth; or 
a large interior where furniture 
decor, color are critical; or an exten 
sive diorama; or a car model new 
from fin to headlamp. Models for 
cinema studios to determine camera 
angles, lighting effects, movement and 
general design also fit this pattern. 

Reduction of time (training time 
or production time) : 


machines, 


1. Mock-up substitute for costly 
apparatus—as in air training. 

2. Visualization of problem, ter 
rain, space or movement. 

3. Familiarization with an oper 
ating process; development or history 
of a process, as say steam power. 

4. Make possible inspection in de 
tail—take apart for study. 

5. Guided tour of plant-site. 

Increase visual impact (better sell 
ing tool) : 

1. Miniaturization for display or 
desk-top use. 

2. Simplify a tough sales presenta 
tion problem; increase sales demon 
stration impact. 

3. Attract attention to specifi 
sales feature. 

As more and more sciences and arts 
have turned models to visualize 
their needs, making of models has 
slowly progressed from a now-and 
again activity to a full-time profes 
sion. Models are now used more or 
less as a matter of course by virtually 
every trade and every craft: indus 
trial designers, package designers, in 
terior designers, architects, engineers 
teachers, physicists, atomic scientists 
building contractors, town planners, 
golf course architects, geographers, 
television theatrical and 
movie set creators, astronomers, mu 
seums and the military. This list cov 
ers most users except the amateur and 
home mechanic, and industry. 

It is likely that industry uses more 
models than all other users put to 
gether — although, as is noted later 
the military is not far behind, par 


to 


studios, 
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300 PERSONS: DIGBY PINES, near Dighy-by-the-Sea, N.S. where 150 PERSONS: CORNWALLIS INN, located in the Annapolis Valley 
you'll see the picturesque scallop fleet put in at evening time. Golf, in Kentville, N.S., setting for “Evangeline.” And it's only a short di 


shuffleboard, swimming, famous seafood menus, Open June to Sept tance to the rugged coast with its fishing fleets, Open all year round, 


Get more done, have more fun at Canada’s 


picturesque “Down-kast” resort hotels 


Planning on 350 or less? Then ‘‘take a land that still lives in its great sea “Down-East” Canada is easy to 
over’ one of these small hotels, each in faring past. These four intimate and reach aboard Canadian Pacific diesel 
a salty setting near old fishing villages— colorful hotels offer every convention trains. For complete details, contact 
for pleasant work and play. facility: meeting rooms, banquet ae Convention ‘Traflie Dept., Canadian 
Small conventions thrive in the salt commodations, 16 or 35 mm. sound Pacific Railway Company, Windsor 
and sunshine of “Down-ast” Canada projectors, public address systems. Station, Montreal 


350 PERSONS: THE ALGONQUIN, St. Andrews by the Sea, N.B. Two 120 PERSONS: LAKESIDE INN, on \Vilo Lake, near Yarmouth 


N 
golf courses, swimming, tennis, fishing, shuffleboard. The air is pollen where great ships once sailed for all parts of the world. Famous for 
free. Just over the border from Maine Open June through September tuna fishing huffleboard, swimming, golf Open June to September 


Camadion Pacific 
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HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer” 
CLIMATE AT THE 


or ar HOTEL 


AUGUSTA, GEORGIA 
"Golf Capital of the Naflen” 
The South's finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED 
© all restaurants, cocktail lounge, 
lobby, meeting rooms and most 


including 


guest rooms 

@ 400 rooms with bath 

° Spectacular, outdoor swimming 
pool 

®@ Golfing privileges (five minutes 
walk from hotel) 


For information write 


TCONVENTION FAVORITE IN KANSAS CITY 
Hotel President 


‘personalized service for 
conventions up to 500 and 
conventionally priced 


| P 
(| E 
J lf 

7 ’ r) 
| |: 
| | 

ou rae! 


@ 400 “comfortized” air-conditioned 
rooms 18 suites free radio and running 


ice woter in every room 


@ 2nd Floor expressly designed for your 
needs— especially equipped conference and 


dining rooms 


@ Main ballroom capacity~ Meeting 800—Din 
ing 600— Junior bollroom & Aztec room 250 
Closed circuit telecast facilities available 
Drum Room & bor featuring famous cuisine and 


entertainment 


@ Ideal location in the heart of Kansas City 
6 min. from Union Station & Municipal Airport 
1 block from Municipal Auditorium 
Gorage & porking facilities adjacent 


@ for illustrated brochure write 
Convention & Catering Dept 


President 


14th & Baltimore @ Kansas City, Mo 


Ralph Breshears, Managing Directer J 


ticularly in the range and scope oft 
their model activities. 


Virtually all users, as a general 
course, turn at one time or another 
to the professional model maker — a 
craft dominated by the ingenuity to 
be found primarily in the shops of 
major exhibit and display builders. 
Reason for this is not hard to find. 
some 35 years ago, Ivel Corp. and 
one or two like minded shops origi 
nated the service which grew into the 
display business as we now know it. 
Over these years of growth, to a basic 
cabinet, carpenter and finishing shop 
have been added plastics, metals, art 
production, engineering, detailing, 
sculpturing, photography, art work, 
plus over-all design matched only in 
the top industrial design studios. 

Most new products, processes and 
materials used in models first were 
explored and tested by 


the display 
maker who is 


credited with many an 
idvance in construction techniques 
forced by the light, temporary and 
portability requirements of modert 
industrial display. “hus, it is no ae 
dent that most industrial models 


l plaster cork, card 


made ot wood 


board, chickenwire sponge, metal 
ol 

glue, balsa, and the dozens of othe1 
ingredient used by inspired techni 


ians—originate in the model shop of 
the exhibit builder 


\t Ivel a crew of painstaking 
seyregated from the 
rest of the plant in a separate model 
hop. Here these men lavish care 


time and ingenuity 


raltsmen are 


the secret of suc 
cessful model work, on their intrigu 
ing product. ‘This shop within a shop 
has its own power, air, water, and 
some 30 meticulous machine tools for 
speeding the intricate cutting, cary 
Ing notching, matching, molding 
polishing and finishing required. Be 
hind this shop, of course, stands the 
basic shops to supply the major deco 
rative or structural components 
such as the plastic shop, metal shop 
art production shop, carpentry shop, 
lettering shop and paint shop. But 
the main work of creation is done in 
quiet isolation 


In this atmosphere, model makers 
ire made—-not born. For under the 
dedicated “old 
who have imagineered the fu 


ire tor decades 


yvuidance of a few 
hands 


are being trained a 


set of young alert craftsmen to carry 


on the growing responsibilities of the 
ruture They are mostly tac iturn 
quiet solitary 


talk much 


workers who do not 
about their work, but 
rather let their work speak for itself 
[hey are trained to produce a model 


trom a sketch, ora photo ora rough 


print, or to precise scale from intri 


ite blueprints 


CONVENTIONS 
Get More Done 
Have More Fun 


at the CONCORD Hotel 


This beautiful resort hotel, just a 90 
minute drive from New York City, 
offers every resort and convention 
facility right on the premises. No longer 
need your meetings scatter all over 
town, for the Concord Hotel can luxu- 
riously accommodate more than 1400 
persons, and handle meetings as large 
as 1500. Many large “hospitality suites” 
are available, too, There are two great 
golf courses under the direction of 
Jimmy Demaret, and Indoor and Out- 
door swimming pools with TV star 
Buster Crabbe presiding. Dozens of 
other sports, too, plus nightclub enter- 
tainment by America’s top stars. We'd 
like to add your company’s name to 
the list of top conventions we've 
handled. One person will work with 
you to plan your whole convention 
Contact Ray Parker, General Manager 
or Jay Cohen, Convention Sales 
Manager, Concord Hotel, Kiamesha 
Lake, N. Y. Phone Monticello 1140 or, 
in N. Y. C., CHickering 4-0771 


Make Your Next Convention 
or Meeting a 


TRIUMPHAL SUCCESS 


AT MATCHLESS 


LAKE PLACID 


The Most Beautiful Place in The World” 
Where Tensions Vanish and Relaxation 


Makes for Concentration 


Complete Modern Facilities 


Finest Hotel Accommodations and Service 


A Wonderland of Year-Round Scenic 
Pageantry 


© Seasonal Sports and Spectacular Sports 
Events 

@ Shops Theatre Church 

e 


Easily Accessible by Air, Rail, Highway 
Cooperation, Hospitality, Service That 
Will Bring You Back to Lake Placid Agair 
and Again 


THE HOMESTEAD * MIRROR LAKE INN 
HOTEL MAR « ST. MORITZ HOTEL 
MON AMOUR * LAKESIDE INN 
LODGE & MOTEL 

OLYMPIC ARENA\ AND LAKE PLACID 
CHAMBER OF COMMERCE 


For ¢ mplete Information, write 


HUDSON H. TANNER—Executive Director 


LAKE PLACID CONVENTION BUREAU 
LAKE PLACIO, N.Y 
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WISE CONVENTION PLANNERS KNOW, TCA offers fast frequent service from 7 con 


CANADA IS THE PLACE TO GO! venient “gateway cities New York, Boston 
= Cleveland, Detroit, Chicago, Seattle/Tacoma 
More and more wise convention organizers are Pampa. You'll fly in modern comfort on TCA’s 
finding that Canada offers just the atmosphere turbo-prop Viscounts or Super-Constellations 
they're looking for. Canada has the facilitic for For information and planning 

y type ) SIZ conventio it tl | art f ‘ assistance contact your 
4 I . ' : , oe ~~ Travel Agent or TCA Sales 
great vacation land Manager in your city 


TRANS-CANADA AIR LINES 


More people fly to Canada via TCA than any other airline! 


MORE Convention Facilities || 
fully equipped meeting rooms seat 
ing 10 to 575 theatre-style and 725 
banquet-style. Three dining rooms 


Garden banqueting in the “Glen 


ON YOUR 
CONVENTION 


GET MORE DONE 
HAVE MORE FUN 


MORE Special Services « pub 
licity and promotion e Most up-to 
date convention equipment com 
plete projection and public address 


systems 


MORE Recreation Facilities . ¢ 


acres of tropical loveliness e Every 


/ 
Meet With More Success 


room with private terrace and ocean 
view @ 2 full blocks of private ocean 
beach, Olympic pool and cabana 
area e Golf driving range on hotel 
grounds e Cocktail lounge e Smart 
Balmoral Club and Embassy Suppe 


Club e Gourmet dining « Free park 


ng on premises 


FULLY AIR CONDITIONED 


IRVING RUDD will be on hand 
‘ new end helofu 


j ! 
tor ne 


5 


On THE OCEAN AT 98th STREET, BAL HARBOUR, MIAMI BEACH 
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One model of an atomic submarine 
for example, had no less than 1,000 
prints, and involved the production 
of literally thousands of parts to 
exact scale. Some idea of the com 
plexity of model work can be gleaned 
from a review of the purchases for 
this shop; for in addition to special 
woods, metals, plastics papers glues 
plasters and the like, there appear 
these items: rubber for molds, minia 
ture nuts and bolts and tweezers to 
handle them, ball bearings, vaporizer, 
pump, baby rattles 
hopped sponge, flocking, spe 


styrofoam pl inks 


ial wall 


‘ 
4 


...Certainly! 


recreational reasons why 


the <« tennis courts and two 


and that it meeting faciliti 


Write for dates 


for their conventions year after 


wimming pools are 


and full particulars to Convention Dept 


papers buttons, knobs, pinking, mus 
lin, semi-precious diamond 


wheels, rubber matting, plasticizers 


stones, 


and literally dozens of other oddities. 

Our model makers are the men 
who produce spoked wheels to scale 
for one client, an unmanned satellite 
model for another, an atomic reactor 
for a third, a model city for a fourth, 
a cut away engine for a fifth. Range 
of work of these specialists is rather 
striking—from blueprint-perfect, mi 
crometer-accurate miniature machines 
and working models to exploded dia- 
grams, historical facades, engine cut 


a i 


your (YWY/7. 
golf course ? 


This 18-hole championship course at your threshold is one of the 


) many organizations return to Boca 


ar. And when you consider in 


iddition that Boca boat docks are but fifteen minutes from 


game tish of the Gulf Stream, that our oceanfront cabana club 


yours to ¢ njoy, 


scan accommodate up to 700 — it is 


amall wonder that this 1,000-acre resort estate has become 
recognized as Florida first choice for conventions 

Boca’s firm bookings on full American Plan basis extend as far 
is 1966, with many commitments for 1962, 1963 and 1964 


Sruart L. Moore, President 


‘ , Rr lon 


Moblband Cheb 


BOCA RATON, FLORIDA 


MT-5 


aways, oversize models, dioramas 
with prettily calculated forced per 
spective, and large scenic displays. 

When you get one of the old timers 
to talk, to philosophize about the 
making of models, you learn that 
scenic modeling should be a compara 
tively lighthearted business, and a 
bold, original and rather broad ap 
proach is called for. In scenics, it 1s 
of course, the general effect of the 
whole that matters and not the accu 
racy and precision of any given detail 
In fact, the best scenics leave some 
thing to the imagination, the child in 
every man. Chief desire is to make 
the scene “natural” looking, and at 
tractive. The art comes when vitality 
and life can be infused into card 
board, wood, styrofoam and sponge 
Another true art is in painted back 
drops to add dimension and the effect 
of distance to a given scenic. Great 
taste is needed to get proper perspec 
tive and blend light, color and shade 
of the flat canvas into the three-di 
mensional foreground. 

One of the primary advancements 
given model work is animation: to 
see, for instance, the inside of an air 
plane engine slowly, powerfully, pre 
cisely go through appointed motions 
is persuasive display indeed; or to 


accommodations 


in Inn, Lodge or private cot- 
tages at special group rates. 


meeting facilities 


for 20 to 350 people, modern 
meeting equipment, banquet 
and bar facilities, experienced 
staff 


sports and fun 
swimming in lake or pool, 
Bath and Tennis Club, chair 
lift, riding, golf 
tertainment. 


dancing, en- 


transportation 


by air, rail, bus or car over 
excellent Route 11 


mar 
Tremblant 
id Lodge 


Mont Tremblant 
P.Q., Canada 


Siegfried Faller, Jr., Sales Mgr. 
Tel: St. Jovite 83 


90 miles 
north of 
Montreal 
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watch lights of a model city come on 
as daylight dims, adds greatly to the 
illusion of reality; or to have a sound 
tape synchronized with two changing 
scenes — before and after 
the impact of the changing display. 

All animation is divided into three 
kinds: light, motion, sound. 

Lights can be flashed, that is 
snapped on and off. ‘This flashing can 
be at random, or in sequence. One of 
two types of sequence is a “chaser’’- 


- increases 


one light coming on as the preceding 
light goes off. If this ‘chaser’ action 
is made fast enough the action is like 
the conventional theater marquee. 
The other flashing sequence available 
is a “speller,” or build-up, in which 
each light comes on and holds, until 
all the lights are on, and then all 
snap out simultaneously. Sequence 
light action is usually used to pick 
out salient features in a process or 
points of interest in a scene. 

Lights can be dimmed, that is, they 
can be faded in and faded out. A 
practical use of dimming action in 
model work is to couple a dimmer 
with what the display trade calls a 
magic mirror. By this means, one 
diorama or scene can be made to 
“dissolve” (as in the movies) into 
the other 
one object and out on the other. If 


the dimmer fades in on 


hold 
your 
next 
meeting 


HOTEL 
LASALLE AND MADISON 


CHICAGO 


@ Complete facilities adaptable w 
any type of function 

@ Personalized attention to 
every detail 

@ Convenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 

WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


M.P. MATHEWSON 


acts Oreectoe 


A.M. QUARLES 
¥ wT 


3 


there is need to change to more than 
two scenes, to be seen through the 
same aperture, the ingenuity of the 


display man simply synchronizes the 


dimmer with a multi-stop turntable 
or two. 

Another clever use of the dimmer 
in model, scenic or diorama work is 
what is termed the synchronous dim 
mer, literally a sequence dimmer in 
which the red of dawn over an area 
is made to fade into the yellow of 
day, which in turn fades into the blue 
of night. 
give a peculiarly eery quality of real 


Done by experts this can 


ity to a scale model or diorama 

Lights can be synchronized, that ts 
they can come on with other lights 
or with actions (see below). For ex 
ample, it is no real trick in the scene 
described above to have house and 
street lights snap on during the blue 
night segment of the cycle, and snay 
off one by one as dawn comes up. Or 
the lights can be synchronized with 
sound, as well as with motion 

Lights can be projected, as through 
slides or film. 
project a 


It is possible, thus, to 
miniature picture on a 


miniature outdoor screen in a minia 
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CO 
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NWA’s 
double-deck 
Stratocruisers 


Arrive at the convention relaxed and refreshed 
fly Northwest Orient Airlines mighty Stratocruisers. 


You can roam it 


wonderful 


double-deck 
famous lower-deck Fujiyama Room 


. relax in the 
recelve 


ervice from three cabin attendant 


enjoy smoother flight from Dual-Scope X-Band 
Radar. Or you may prefer Northwest’s thrifty new 


Silver Dollar Coach flight 


coach service, 


Sut whether you're going luxuriou 
Northwest Orient Airlines. You’ll 


thrifty coach, fly 
be glad you did. 


America’s finest air 


first class or 


31 years of superior Airmanship 


NORTHWEST 
Orient AIRLINES 


COAST-TO-COAST «© HAWAII « 


CANADA « ALASKA « THE ORIENT 


Throughout the western United 


States—and in British Columbia 
und Hawaii as we Western 
Hotels offer perfect facilities for 


| 


conventions, saies meetings and 


group gatherings ot iny size. 


From Denver to Honolulu— 
from Vancouver, B.C., to Los 
Angeles—each Western Hotel 
provides meeting rooms, food 
and beverage service, and living 
accommodations of the highest 
calibre. So practical—so con- 
venient—it’s a pleasure to con- 
duct business where all your 


needs are agreeably considered! 


The opening of the fal ulous Long 
Hou e onvention hall at the Ha 
waiian Village has added a new, 
glamorous-but-practical aspect of 
conventioneering For in this 18-acre 
tropical paradise on Waikiki’s finest 
bea h convention and living accom 
modations—in beautiful Hawaii— 


are only a flight away 


Further information may be ob- 
tained by contacting the man- 
ager of any of these fine Western 


Hotels. 
WESTERN 
HOTELS 


Vancouver, B. C.: Georgia 
Seattle: Benjamin Franklin,Olympic, 
Roosevelt Spokane: Davenport 
Tacoma: Winthrop—Bellingham: 
Leopold-—-Wenatchee: Cas adian 
Portland: Benson, Multnomah 
San Francisco: St. Francis, Sit 
Francs Drake, Maurice Los An 
geles: Mayfar—Palm Springs 
Oasis Denver: ¢ »smopolitan 
Salt Lake City 
Boise, Owyhee—Pocatello: Bannock 
Butte: Finlen— Billings: North 
ern—Great Falls: Rainbow—Hon 


Newhouse Boise 


olulu Hlawauan Vill 


ige 


ture outdoor movie, or a mannequin 
an point to a screen which is ani 
mated by a continuously changing 


serie 


leo 
of slide 


\Iotion also omes in three hasi 


lorn rotation the wheel), oscilla 
tion the pump handle ) reciproca 
tion (the piston Most motions of 
everyday life are primarily oscillations 

head nodding yes or no ; a 
bowing figure, a waving hand, a 
walking leg. Vlost animations ot hig 
ires by model makers eyes, mouth 
head, torso, arm, leg are oscilla 
tion The range can be from an 
ibstract nod of a square head of a 


mechani il Man to a syllabic modu 
lator on a lifelike mannequin so syn 
hronized with sound that her lips 


l-la-ble 
Kor imple display of all sides of 


nove with each 


nodel, part or figure, the model 
maker often utilizes a turntable. ‘This 
in be low continuous rotation, re 
ersing, of top and Zo Phe turn 
table can be horizontal like a record 
pla er) vertical like a ir wheel) 
or upside-down uspended from the 
eiling Different levels can be made 
o rotate at different speeds; or one 
level can index top and go) while 
inother gyoes on ontinuouslh 

Reciprocating action may occasion 
illy be seen in model work: a piston 
tol example ora model ele itor sys 
tem or a model air tool It is likely 
however, that 95% otf the motions 
one sees in model work will be oscil 
lation or revolution, with oscillation 
predominating 

Sound  usuall 


model to explain oO! emphasize a 


itilized with 


tory or sequence It can be synchro 
nized precisely or roughly, or run at 
randon And as all animations, it 
an be tarted or impulsed by the 


When the 


nodel maker an utilize motion light 


ewer if that desired 


ina 1 hy 


nized sound to tell an im 
portant ( he using top displa 
echnique to get across a concept 
plan or idea. For example, constru 


tion of complicated unit can be built 


if tep b te] wd Cal h succeeding 
issembl] in be illuminated in turn 
explained — by i ynchronized 


ound track as the motion proceeds 


pe il animations also are utilized 


by the model maker For vistas of 
the future, animation can help the 
model maker launch ice! rotate 


itellite light new worlds in the il! 


the moon o1 nder the crust of the 


i be made to move like a int 
rolle owel ) the irs tra 
boa n the fore ound in be moved 
ilong on one of several types of hair 
nechanisms or endless belts 


The Finest 
Convention Facilities 


in 20 leading cities 


®@ Air-conditioned function rooms 
® Heart-of-city locations 


®@ Outstanding accommodations 
for groups large or small 


CALL YOUR NEAREST ALBERT PICK HOTEL OR 
MOTEL FOR FREE TELETYPE RESERVATIONS 


Birmingham, Ala........ Pick-Bankhead 
GD ee Pick-Belden 

Chicago, III . .Pick-Congress 
Cincinnati, 0 ...Pick-Fountain Square 
Cleveland, 0 ...Pick-Carter 
Columbus, 0.. . .Pick-Fort Hayes 


Dayton, 0....... ee eee Pick-Miami 
Detroit, Mich...........Pick-Fort Shelby 
a See Pick-Georgian 
Pe Mick occvesents Pick-Durant 
Indianapolis, Ind........ Pick-Antlers 
Minneapolis, Minn....... Pick-Nicollet 
oo ay Pick-Roosevelt 


St. Louis, Mo...........Pick-Mark Twain 
Pick-Melbourne 
South Bend, Ind. . Pick-Oliver 


BY Cokes erxevsaoes Pick-Fort Meigs 


4 ee Pick-Kansan 
Washington, D.C........Pick-Lee House 
Youngstown, 0.......... Pick-Ohio 
ALBERT PICK MOTELS 
Chattanooga, Tenn...... Holiday Inn Hotel 
Colorado Springs, Colo...Holiday Inn Hotel 
Miami Beach, Fla........ Albert Pick Hotella 
Natchez, Miss........... Holiday Inn Hotel 


Portsmouth, Va.........Holiday Inn Hotel 
Rockford, Ill...........- Edge-0’-Town Motel 
Terre Haute, Ind........Holiday Inn Hotel 


Write, phone or 


teletype for free 


pictorial booklets and 


convention reservations 


ALBERT PICK HOTELS 


General Sales Office—20 W. Wacker, Chicago 6 
New York Sales—60 E. 42nd St, W.Y.C. 17 
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The Golden Gate is the perfect setting your service, the Golden Gate offers a com 
for a Sales Meeting, because every facil plete sales package. Ideal air conditioned 


ity is designed to create sales radiation accommodations include hotel, motel 
From the new Convention Hall, where apartments and villas three swimminy 
nine meetings can be held simultaneously pools 500 foot private beach two 
to our personalized sales meeting staff dining rooms three cocktail lounge 
with secretaries and photographers at dancing continuous entertainment 


For Full Details and Color Convention Brochure 


OLDEN Alt write Dick Frey, General Sales Mer., 
> bs John M, Duff, Jr., General Manager 


20 ACRES (OCEAN TO BAY) AT 194th STREET, MIAMI BEACH 41, FLORIDA 


( Jutstanding Convention Address 


in the Southwest 


HOTEL ADOLPHUS 


{ ¢ 1 Me 
' 


Grand Ballroom 

Regency Room 

Root (Garden 

Cactus Room ‘ 2 2,640 
Danish Room h 175 1.500 
North Room rt 1 : 900 
French Roon cbby ; 135 2.000 
Parlor A Mezzanine »( » 1,290 
Parlor B Mezzanine 378 
Parlor ¢ Mezzanine 

Parlor D Mezzanine 

Parlor I Mezzanine 

Parlor | M« /7 ATTN 

Parlor G Mezzanine 


( “nn fis 


Auto Lift 
Standing ty px 


nt, including pul 


EE HOTEL ADOLPHUS 


Conditioned onnecting Garage for 600 Car TWX DL $Ii Phone Rlic 


“DO-IT-YOURSELF” 
CONVENTION KIT 
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Interesting * Informative * Invaluable 
\ for planning 
§ CONVENTIONS 

1 INCENTIVE Groups 
1 ExecuTIVE MEETINGS 
INTER-AMERICAN CONFERENCES 

i PRE & POST CONVENTION MEETINGS 
{ Simply write or phone: Mr. Beverley 
1 Miller, Director of Sales, Virgin Isle 
} Hotel, 502 Park Avenue, New York 22, 
§ N.Y. MUrray Hill 6-0712. 
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gies. 


ON ST. THOMAS, VIRGIN ISLANDS 


{ “The Most Magnificent Hotel in the Americas"’ 
oreign—Yet so Near."* 
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AP hte, 


you’LL GET 


GREATER ATTENDANCE 


AT FLORIDA'S 


GREAT CONVENTION CITY 


DAYTONA 
BEACH 


® Convention Planning “Know How.” 


® Tropical Resort Relaxation, 


® Hotels and Apartments for 40,000 


* Meeting Rooms for 50 to 1000 


* Air-conditioned Auditorium Seating 
2,500 . With Exhibit Space. 


DAYTONA BEacn RECREATIONAL AREA 
BEACH + HOLLY WILL 
NA = PORT ORANGE 


ORMOND 


SOUTH DAYT 


INVENTION BUREAU 
HAMBER OF COMMERCE 
NAYTONA BEACH. FLORIDA 


[od 
! 
| 
| 
Ne ee ee ee ee ee eS SE 


78 


ae WRITE Oe Or Or er 


| 
! 
! 
/ 


Model makers know that fathers 
buy electric trains for their four-year- 
olds—but mainly for themselves—so 
moving trains in true-life surround- 
are often incorporated in the 
work of the master modeler. And it 
is no great trick to set up a recircu- 
lating pump mechanism to cause real 
water to flow along river beds, and 
through rapids and over falls. Get- 
ting the right illusion is the real trick 
I-ven smoke, the bane of the 
exhibit maker, can be coaxed to work 
periodically, 

For planners, model makers 
can show and after” on tilt 
top tables (actually two-stop turn- 
tables) or segments of a scene can be 
In fact, the model maker, 
working with the animation shop of 
a first rate exhibit builder, can pro- 
duce any effect you and he can dream 
if you can afford it. 


Oo 
ings 


here. 


city 
“before 


elevated. 


up 

In the past it is likely that large 
scenics and dioramas, such as the 20’ 
x 60’ scale model of a large segment 
of Long Island, were the highlights 
of the art of the model-making shop. 
But perhaps the most interesting work 
being done today is weapons-systems 
model work—under highly restrictive 
for various prime armament 
contractors and government agencies. 


wraps 


(‘Ten men at Ivel were cleared re- 
cently by the Air Force for a top 
priority job, and another group of 


six went through Q-clearance so that 


they might work on atomic energy 
model work.) For such jobs the ex 
hibit builder must establish segre 
gated and closed-off facilities. Assem- 


bly, dry runs, photography, all must 
proceed under the closest control. 

‘The military is probably the larg 
est single user of models in the coun- 
try today. The Navy utilizes all 
forms of model boats, towing tanks, 
Army engineers 
rivers, harbors, 
camouflage, bridges, explo- 
Army transport has intricate 
models of logistic problems. A host 
of models for the military has train 
terrains, map making, land 

emplacement, command 
problems and dozens of others; many 
of worked out in 
model form to train crews for D-Day 
in 1944, 

It is likely that the military, 
field of training, uses more mock-ups 
models) than all 
of industry put together. The Link 
‘Trainer is perhaps the best known of 
these to the public, but many simpli- 


and simulated seas, 
use models to study 
terrains, 


Sives. 


or . 
ing: uses 


ings, gun 


them originally 


in the 


(full-scale dummy 


fied mock-ups are utilized to teach 
such disparate jobs as parachute 
jumping, truck driving, bomb dis 
posal, cargo handling, tank tactics 


aerial photography and navigation. 


All production and design tech 
niques, of course, are under stress in 
the revolution in weaponeering we 
are undergoing—models among them. 
As the emphasis shifts from the con- 
tainer to the instrumentation, changes 
in instrumentation make speed of pro 
duction of useful prototypes critical. 
And here the exhibit builder with his 
trained men and superior facilities can 
help to build useful models on a rush 
demand basis, and change them on the 
same rush demand basis to cut down 
“lead time,” the time it takes to move 
from concept to execution. We at 
Ivel count every week and month of 
“lead time” saved in this way a privi 
leged contribution to keeping Amer 
ica strong. 

One important contribution of the 
model maker to designer and engi 
neer, particularly in military instru 
mentation, is to help them get more 
and more from less and less. Seem 
ingly minor reductions in all the di- 
mensions of a product can produce 
dramatic savings in weight and vol 
ume. A cut in dimensions of only 
10% reduces volume by 27%. A di 
mensional reduction of just 25% can 
shrink size and weight by almost 
60%. Engineers have been working 
on this concept continuously of 
course. The modern automobile en 
gine, for example, packs about four 
times the horsepower into less than 
half the length of a 1912 auto power 
plant. But at the fantastic speeds, 
heats, and centrifugal forces of astro 
nautics, the challenge to the metal- 
lurgist and the product designer - 
and to the model maker who helps 
them — is greater than ever before. 

Business Week reports these esti 
mates: one pound of electronic equip- 
ment requires seven pounds of con 
ventional aircraft to carry it aloft 
For space vehicles the ratio may run 
from 100 to one, to 6,000 to one. 

We have been pleased to work on 
a number of projects where ounces 
were pared and inches squeezed 
with the results gratifyingly apparent 
in the models, 

What lies ahead? In military mod 
els, work even now is proceeding on 
space platforms, planes of the future, 
robot rocket missiles, new weapon 
eering, atomic bomb proof shelters, 
and the intriguing problem of re 
entry—getting a manned vehicle back 
safely into the earth's atmosphere. 

One thing is certain regardless 
of how automatic the processes which 
take over and rule in production, the 
skills and hands of the model maker 
will remain the key to this fascinating 
For all models must be individ 


No 


art. 
ually designed and constructed. 
two are ever really alike. 

The End 
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Woody 
Conwentiom 


Center 


y 
“Wa 4 jf’ Located between the Buccaneer and Galvez hotels on 
Galveston Island's famous beach. All 3 completely air 
conditioned — outstanding features — check these facts. 


EXHIBIT HALL—Ground Floor 
31,000 square feet. Folding wall to divide space 15,250 and 
15,750 square feet. 200 exhibit booths with rear storage space. 
Auto entrance from street. 
Electrical Service: 110 V, 220 V (30 & 50 amp.), 440 V. Utility 
Boxes: %” water, 4%” natural gas, 2” waste drain. 
2,500 square feet lobby and vestibule. Men’s and ladies’ lounge. 
Check Room. Drug Store. 


AUDITORIUM—Second Floor 
19,480 square feet, 5-level terraced. Capacity: Meetings 3,500, 
Banquets 2,500, 50 Exhibit Booths. Folding wall to divide 
auditorium into two equal areas. 90’ x 50’ stage: Scenery Loft, 
Auto Ramp, 7 Dressing Rooms. Auto and loading ramp 
from street. 
6 private meeting rooms: A. 16x24 B. 16x19 C. 16x15 
D. 31x28 E. 31x22 F. 31x24. 4,900 square feet hardwood 
dance floor, 2 two-way escalators. 
Closed circuit TV facilities—big screen projection, TV and radio 
broadcast facilities, projector, public address, tape recorder 
and theatrical lighting. 
Large kitchen adjoining auditorium for quick food service. 
Ample storage space. Lounge and lobby area of 2,900 
square feet. Numerous stairways. 


Ihe Sgaboated Ke aomntnlion flithiige . .. Convenient Centralized Facilities 


Housing for 1,200 delegates in immediate vicinity of Convention Center at the Buccaneer and Galvez hotels 
Comfortable resort accommodations with TV, radio, swimming pool, miles of beach and year around air con 
ditioning. Housing on Island for up to 3,000 delegates. For additional information write to Convention Dept., 


‘ 
Pr 


Affiliated National Hotels, P. O. Box 59, Galveston, Texas, or call Galveston 5-8536. 
For successful meetings — always choose an Affiliated National Hotel 


ALABAMA NEBRASKA MOTEL BUCCANEER ralveston TELEPHONE 
OTEL ADMIRAL SEMMES HOTEL PAXTON = ye rie Geiverior NEW YORK —Murray Hill 66990 
oT : : 5 1 JEAN LAF 0 tor 
EL THOMAS JEFFER a NEW MEXICO CORONADO CORTS Gelvesto CHICAGO~Mohawk 45100 
uminghor HOTEL CLOVIS Cle we S ORs dalveston WASHINGION— Executive 36481 
oO edo « . 
DISTRICT OF COLUMBIA SOUTH CAROLINA - ox be ~ ss GALVESTON 5.8536 


OTEL WASHINGTON Washingtor HOTEL WADE HAMPTON wre HOTEL } orlir CLEVELAND—Prospect 1.7827 
INDIANA TEXAS x 


OTEL CLAYPOOL adionapol:s HOTEL STEPHEN F AUSTIN Auster 
HOTEL BROWNWOOD brownwoo VIRGINIA 
LOUISIANA HOTEL BAKER eo HOTEL MOUNTAIN LAKE TELEVISION 
JUNG HOTEL New Orleon HOTEL TRAVIS Jo Mov ake 
HOTEL DESOTO New Orlear HOTEL CORTEZ ose OTEL MONTICELLO RADIOS 


AiR CONDITONED 
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HIGHLY SUCCESSFUL 


it 
’ 


AND LOOK FED (oe 
AT THESE “de 
ADDED e ofe 


@ All rooms with private bath and ‘phone 
® Accommodations for 150 people 
© Large variety of modern meeting rooms 
@ Unexcelled Pennsylvania Dutch Food 
@ i6mm sound movie projector and screen 
© Public address system 
© Panels and blackboards 
© Raised speakers platform with rostrum 
@ 2" x 2” and 35mm kodachrome 

slide projectors 
© Easily accessible by car, 

bus, rail or air 

only 100 miles from New York City 


RECREATIONAL FACILITIES 


golf, 9 & 18 hole courses 
deck tennis 
2 swimming pools 


badminton 


i Gy 
CAS 
‘ 
shuffleboard 


\ i 
A 
horseback riding f ‘ 


archer) AN 


billiards 


sun bathing 


r ~ croquet 
" P 
v°) | s mountain hiking 

\ hy 
{ t¥// indoor games 
} 
J hort puting green 
outdoor barbecues 


* Parisian Cocktail Lounge 


table tennis 


horseshoes 


For full information and brochure, write 
Chas. D. Geissinger, Managing-Owner 
Mrs. Bert Burkehouse, Convention Secretary 


HOLD YOUR NEXT MEETING 
high up in the beautiful Poconos af 


MOUNT POCONO 51, PENNSYLVANIA 


IN NEW YORK CITY, PHONE: 
John Potteiger, N. Y. Convention Rep. 
TEmpleton 1-2605 


Little Used Closed-Circuit 
Audio Program a ‘Sleeper’ ? 


ASTE links 144 chapters with closed-circuit radio broad- 
cast at fraction of TV cost and with impact; finds audio 


medium solves communications problems for big meeting. 


BY RICHARD GEBERS 


Public Relations Manager, American Society of Tool Engineers 


How would you solve this prob 
lem? Develop a program for the ob 
servance of the silver anniversary of 
a professional engineering society 
Program must be out of the ordinary 
must be national in scope, but must 
provide complete individual partici 
pation of 37,000 members in 144 
cities in the United States and Can 
ada; must get across the story of tool 
engineering and American Society ot 
lool engineers ; and it must be ac 
complished on a limited budget! 

lL hese were the objectives of AST] 
which observed its 25th anniversary 
and annual meeting March 23-28 u 
Houston l exas 

Ienthusiastic 


bership to the program indicates that 


response of our men 


it was extremely successful 
What was the solution ? 


word 


Just three 
closed-circuit broadcast 


provide the answer (or part of it) 


but arriving at those three words re 


quired three brainstorming 


SESSILOTIS 


ina plenty ot research Initial idea 


was tor a_ closed-circuit television 
broadcast, but we tound that it was 
too expensive That stopped us Tor 


Why not 


circuit audio broadeast ? 


iwhile until omcone said 


i hoscia 


indifferent 
one, Cost might be all right, but who 


kirst reaction was an 


would want to sit still for an hour to 
listen to nothing but a radio speaker 
issed the idea further 


we became enthusiastic. Betore tele 


But as we a 
vision, radio was the major entertain 


ment medium, wasn’t it? People 
never complained about listening to 
And we felt 


we had a story that could be made 


radio tor hours on end 


as interesting as anything radio could 
ofter 
We checked the cost and found it 


to be reasonable. We also found that 


our program would be the largest 
closed circuit ever attempted a 
natural publicity peg. So we decided 
to go ahead and outlined a proposed 
program; but we still had some hur 
dles to overcome. 

First we had to sell our board ot 
directors, and after we sold them we 
had to sell our individual chapters 
(144 of them) on participation in the 
ven though these chapters 
belong to the national ASTE organ 
ization they operate to a large degree 
on an independent local level. They 
depend on voluntary 


program 


non paid coop 
eration from their members. If they 
don't like a program they don’t go 
along with it, or they may go along 
on a half-hearted basis, which amounts 
to the same thing 

We decided that the best way to 
sell everyone was to make an actual 
presentation of a portion of the 
broadcast so they could hear it tor 
themselves. A half-hour 


script was prepared and a number of 


preliminary 
headquarters staff was utilized for 
the readings which were made on a 
recorder A 


commentator 


magnet tape protes 


sonal acted as master 


of ceremonies and with appropriate 
background eftects and music gave an 
over-all impression that was astound 
ingly like the real thing 

An early complaint was anticipated 
about the lack of visual effects during 
the broadcast. ‘lo overcome this we 
investigated the possibility ot a movie 
or slide film to be each 
Again 
was prohibitive. We got 
around it by 


shown by 
chapter during the broadcast 

the cost 
making up a souvenir 
program outlining the broadcast and 
showing photographs of major pat 
ticipants including a senator, presi 


dent of MIT, and chief executives 
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Ship your exhibit via United and save ! 


THIS SPACE 
RESERVED 
FOR YOUR 
= ' CONVENTION 
EXHIBIT 


Save transit time — your exhibit will move cross country Remember: Oniy United serves all the 
in 24 to 36 hours. You save up to 10 days vention cities in the East, Midwest, the entire Pacific 
Coast and Hawaii. Only United has a cargo fleet com 
posed entirely of modern DC-GAs, And to take you to 
the convention in unequalle d luxury, only United offers 
}>¢ 7 Red Carpet Service 


important con 


Save crating costs — United's high-speed DC-6A Cargo 
liners can take uncrated panels as large as 
5)’ 11” x5’ x3”, have a total cargo capacity of 30.000 Ibs 


Save duplication—Using Air Freight, a single exhibit 


| can be made to serve any number of tightly scheduled 
but widely, separate d conventions 
Save worry { nited’s he served Air Freight Vuaran 
tees the space you need on the flight you want. United's 
: pick-up-and-delivery service provides door-to-door sery 
: ice And United’s Customer Service works out the 

itinerary for your exhibit, monitors it all the way 
! 
. Door-to-door service 
e f 
h | SHIP FAST...SHIP SURE...SHIP EASY 
i - a lee “a 
t 
F For service, information, or free Air Freight booklet, call the nearest United Air Lines Representative 

or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Illinois 

1 
- *Re w United A es! 
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of many of the nation’s leading cor 
porations and industries. More about 
this later. Each picture was captioned 
with a “teaser” quote from the speak 
er’s address. 

Completed tape recording and pro 
gram were presented to the board 
along with a proposal for the other 
normal anniversary activities, i.¢., 
seals, publicity, award plaques. Ap 
proval was unanimous—provided we 
could sell the majority of chapters on 
participating. 

An extensive sales-type explanatory 
letter was prepared and with an 
edited version of the tape recording, 
15-minutes long, was sent to each 
chapter with a return envelope and 
ballot. Reply card asked whether 
chapter would participate if we were 
to go ahead with the broadcast. It 
' also asked for objections. Another 
einere for Hho sehing - . - thie complete follow-up letter and, later, a telegram 
codeen tate yuceocibene succeeded in obtaining a favorable 
SERVICE IN ST. LOUIS AND 40 OTHER ballot. 

MAJOR CITIES AST E’s constitution states that the 
5 Society is “an organized and function 
SWANK S INC. ing institution for the advancement 


of scientific knowledge in the field of 


Ray Swank, Pres. : ~~ ; ; 
621 N. SKINKER * ST. LOUIS 5, MO. tool engineering. It is the function 
Parkview 73630 of tool engineers (they may also be 
called manufacturing engineers, pro 
f ae i ess engineers, master mechanics) to 
oz aig igs devise and design machines, processes 
and equipment (the tooling) needed 
to manufacture virtually any mass 
produced product today — everything 


STICK-ON BADGES from pencils and tie clips to file cabi- 
For MEETINGS and nets, telephones, appliances and auto 
CONVENTIONS mobiles. If it is manufactured there 
Name Badges, sticks on any Gar- are tool engineering decisions behind 
ment. No pins or buttons. it. 
GOES HERE ONLY Sc Each This was the guiding philosophy 
KEN MORRISON 1000 tots .. . \ess 6¢ each behind the development of our anni 
3 inch Circle, Square versary theme “A Better Life Through 
Agi” yng ame yg Creative Manufacturing” and our 
Guaranteed. broadcast. Broadcast was approxi 
FREE SAMPLES—Glad to send them mately an hour long and was divided 
Order trom Frank D. Jackson, into four segments, each devoted to 
JACK-BILT, 906 Central St., Phone Vi 2-5068 . . 
Kansas City, Mo. expansion of this basic theme. 


Introductory segment included: a 
discussion of the purpose of technical 
societies and their significance from 
the standpoint of service to industry 
education and the American publi 
importance of tool engineering to our 


CONVENTION HARMONY 


(abun Specialy! 


Efficient supervision and assistance, harmoniously combined with 
adequate, modern meeting rooms and complete facilities make 
conventions at the Claridge a SYMPHONY OF SUCCESS 
Meeting and banquet facilities for groups from 10 to 1,000 
Write for Convention brochure and floor plans. 


American economic system; and 
finally, the tool engineer as a key 
| figure in promoting the American 
| goal of increasingly higher living 
standards for everybody through the 
manufacture of better products for 
| more people at minimum prices 
Second segment presented a chron 
ological history of ASTE. Salute to 


Contact: | each chapter individually as its year 

TEL CLARIDGE ROY D. of charter was discussed, built up to 
HO a MEMPHIS “7 E a climatic tableau of ASTE as it is 
100% Air Conditioned + 400 Guest Rooms Sales | eadien: ~ ene catia neil Uiaainal 
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events of the times were also woven The Caribbean’s ag: Unusual Resort 


in. — 

Participating in the third segment 
of the program were some of the 
country’s foremost industrial leaders, 
statesmen, military dignitaries, edu- 
cation authorities, economists, associa 
tion and society leaders, outstanding 
entertainers and women of achieve- 
ment. Each salutation expanded the 
entire philosophy of tool engineering 

what it is, what it does, its need in 
industry, its effects on our way-of-life 
today. 

Final portion of the broadcast in 
cluded an on-the-spot chartering of | 


\ 
mie \ \ EC G:; Pin IG, AdOK 


[am )\ \ CIUDAD TRUJILLO 
. DOMINICAN REPUBLIC 


the Society’s first foreign “off shore” 
chapter in Sydney, Australia; an an 
nouncement of six winners of ASTI 
National Honor Awards presented 
annually for outstanding achievement 
in tool and manufacturing engineer- 
ing, and the simultaneous installation 
of over 1,100 chapter and national 
officers and directors. Program closed 
with a message from Howard C. Mc- 
Millen, ASTE national president. 
Appropriate sound effects were used 
throughout. 


310 


terraces Championship 18 hole golf 


air-conditioned rooms with private 


course at door, swimming pool, polo field 


tennis courts, Casino, Embassy Clut 


international cuisine Operated by 


Ambassador International Corporation witt 


Balance of activities involved in the associated Hotel Jaragua 
completion of this project were actu 
ally more a matter of administration 
and whole-hearted cooperation be 


tween the Societies’ departments and 


N. Y. OFFICE: THE AMBASSADOR, PARK AT 51ST 
Plaza 5-1060 

Noth American Reps: Utell International in New York, 

Chicago and Miami 


national committees. 

Chapters (130 out of 144) were 
sold on participation through letters, 
telephone calls, wires and _ personal 


CONVENTION MANAGERS! YOU'LL FIND 


visits in some cases. Keeping everyone 
nformed of new developments as 
quickly as they happened contributed 
much to results. Calls, letters and 
personal visits also were used in mak 
ing arrangements with the American 
Telephone and ‘lelegraph organiza 


tion, with the local radio station in 
Houston and with broadcast partici flcibin 
aa Olli WUiibliingine 
As much as possible of the broad 
afin beeen BRETTON Woods 4g SITE OF THE WORLD 
ist was pre-taped for convenience \ FAMED INTERNA 
4, 


INCOMPARABLE 


ind to avoid last-minute difficulties. NEW HAMPSHIRE TIONAL MONETARY 


CONFERENCE 
Even the Australian chartering was 


taped for emergency use in case of w 
lificulties with radio-telephone trans elcome to a world where every 


Daal te service you can possibly foresee has 
been anticipated and prepared for 


you in advance. We pride ourselves MORE FUNCTION ROOMS 
script of the broadcast so that they in offering you the most attentive 
ould cope with any unscheduled diffi convention staff in the business... [Ve] Taal 7 Vel lun al 33 
ulties. and such facilities as: GOLF ¢ RIDING « TENNIS 

\s mentioned earlier, we couldn't @ 1000 capacity Grand Ballroom SWIMMING * HIKING * FISHING 
know until after the broadcast how © Dining accommodations for 800 
successful the program really was, 
We do know now and we feel that 
as a relatively untried medium the 


MORE COOPERATION 


mission during the broadcast 
further protect chapters, each of them 
eceived a complete verbatim tran 


@ 10 large size meeting rooms 
@ Internationally 


— WRITE including dancing 
famous cuisine 


TODAY! to 2 orchestras in our new 


COLONEL RICHARD B. FREDEY cocktail lounges! 
Managing Director 


MOUNT WASHINGTON HOTEL, BRETTON WOODS, NH 
Thaw: Beal CONVENTION SEASON: MAY to OCTOBER 


closed-circuit audio broadcast has a 


great deal of undeveloped potential 
is an extremely worth-while meeting 


aid 
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WHEN 


CONVENTIONS 


COME 
MARCHING 
OUR 


The entire staff of the Hotel 
Thayer stands at attention. 
In reviewing our services, 


you'll find: 
IDEAL LOCATION 


... 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 


... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
... for groups of 20 to 400 
persons inc ove the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 


. superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 


... 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 


.. . guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 


William R. Ebersol, Manager 


VU. Ss. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 
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MAGICIAN goes out into the audience to demonstrate his sleight-of-hand tricks. 


Standing Room Only 
For Customer Meeting 


Chicago Federal spends $1.65 a head to entertain cus- 
_tomers and to attract new ones. Mid-Winter Show solves 


| two problems: promotes new location, publicizes services. 


BY BENJAMIN KEACH 


President, Chicago Federal Savings and Loan Association 


Ninety -six 
and 1% 


has made Chicago 


percent entertainment 
business is the formula that 
Federal 
Asso iation’s 


Savings 
and Loan mid-winter 
party what could be Chicago’s biggest 


and most popular annual sales meet 


ny 

Held each year in Civic Opera 
House which is the Windy City’s 
largest centrally located auditorium 


the show attracts a Capacity group ol! 


nearly 3,800 customers, their relative 


and triends 


Party consists of a two-hour all 
prote sional variety show. Admission 
| is by. ticket tickets are distributed 
only through customers ach cus 
tomer may receive up to four tickets 


ome. basis 


lor seats on a 


Conceived in 1953 


istomer! good 


1953 


I his biggest of our ¢ 
will builders was conceived in 
when Chicago Federal was facing a 


critical sales situation. Financial in 
stitutions are located traditionally on 
Chicago’s LaSalle Street. In Novem 
ber, 1953, Chicago Federal moved its 
offices from “Stock Broker Row” to 
new quarters in the heart of the met 
chandising cente! State otreet at 


Washington. 


Two Problems to Solve 


his almost unprecedented switch 
(only one other financial institution 
is located on State Street) to a loca 
tion cater-cornered across the Loop 
carried with it a two-fold difficulty. 
First was the problem of retaining 
loyalty of 


oul nearby 


customers accustomed to 


location; second, it re 
quired our making an impression on 
thousands of new prospect inftami 
liar with our services 

\lid-Winter 
to aid in the first task; it 


helpful in meeting the second. 


Show was de eloped 


also proved 
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World's largest and finest convention-resort hotel... 


INCOMPARABLE MEETING FACILITIES 


for up to 5750 people! Private conference rooms for 


10 to 50 — convention hall accommodating 3000 ! 


SUPERB BANQUET FACILITIES 


for groups up to 2500! 6 private dining rooms, formal 
dining room, casual coffee shop for fine food 


at popular prices. 


UNSURPASSED FACILITIES FOR 
FUN AND RELAXATION 


14 acres of oceanfront luxury—1000 foot private 
beach and Olympic swimming pool — Cabana Club 
— 4 cocktail lounges — exclusive shops — La Ronde 


Supper Club — Yacht Basin — 565 luxurious rooms... . 


ontainebleau 


ON THE OCEAN AT 4th STREET, MIAMI BEACH, FLORIDA 


For information 
write or wire 
Director of Sales 


f 


BEN NOVACK , 
President 


OUKE STEWART 
Manager 


BHT 
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_Grove Park Inn 


ASHEVILLE, NORTH CAROLINA 


Make it a 
Vacation-Like 

Meeting | 

... With inspiring results __ 


Accommodations for 350 . . . Banquet 
seating for 600 and Convention seating 
for 550. Completely redecorated. Pri- 
vate swimming pool overlooking the 
Golf course. 


JACK TAR—Gelveston, Texas 
oat 


CLAIRE PERKINS, Sales Manager FRANCIS MARION—Cherieston, South Caroling 


GEORGE J. STOBIE, General Manager 
JACK TAR ORANGE HOUSE—Orenge, Texas 


“PREPARE TO BE PAMPERED” 


| DOES THIS MAKE SENSE - 7 


Did you, as one interested in sales conferences 
and conventions, note in Sales Meetings Mag- 
azine the preliminary schedule of 1957 meet- 
ings to be held at the Palm Beach Biltmore? 
Did it occur to you there must be a reason for 
the continued and consistent return to The Biltmore of groups of 
such great attendance and requirements? Did you know more 
and more successful company incentive programs and conven- 
| tions are planned for The Biltmore? Is capacity, facilities, “know 
| how’ services and entertainment your problem? 

Let us send you our color narrated film. We have the answer 
to your conference jigsaw puzzle. Drop a line to L. E. Ames, Sales 
Director. We are sure we can help you. 


PALM BEACH BILTMORE HOTEL 


Award The Finest 


\) GULE HILLS 


DUDE RANCH AND COUNTRY CLUB 


A 700 acre vacationland, |8-hole championship lf 
golf course, heated pool. Planned entertainment 


wagonlioads of dude ranch activities. lusty ranch / ; 
style meals and room with private bath in f -—, 
~ Peay Pp cluded (\ 
) n rates al 
. F starting 
GULF HILLS at $12 
DUDE RANCH AND GCLF CLUB | 
OCEAN SPRINGS, MISS. 7 


Send for Color Folder | Dick and Gladys Waters, Hosts 


How the show became a sales too! 
is best described in an explanation 
of the planning stages. First question 
— to which the party itself was the 
answer — almost literally dealt with 
getting to the hearts of our customers 
with an emotional blockbuster that 
would stick. 

To our knowledge no Chicago sav 
ings and loan association had ever 
tossed a professionally directed va 
riety show, or even held a big party 
strictly for entertainment of custom 
ers. In this aspect the party made us 
unique, and still does, in our rela 
tionship with our customers. Oppor- 
tunity to directly present a sales mes 
sage was not overlooked, but it was 
decided that it should be so brief that 
it could in no way detract from the 
good feeling we were to create. 


Select Time 


Next step was determining the 
most suitable time. “lo acquire maxi 
mum effectiveness, it was realized 
that it should be scheduled during 
what normally is a social and enter 
tainment low not too close to the 
“nost-holiday fatigue” period and not 
in warm weather with its week-ends 
out of town. End of January and 
beginning of February fitted these re 
quirements exactly. 

Next consideration was selection of 
a suitable hall—a place with prestige 
convenient location and maximum 
size. Civic Opera House was perfect 
for our needs; it is the scene of some 
of Chicago’s finest entertainment, 
convenient to all transportation and 
of sufficient size to seat a large group 
of customers. 

Selection of the evening proved 
relatively unimportant, although Fri 
day night, this year’s choice, brought 
forth a slightly higher request for 
tickets. However, requests for tickets 
have always been beyond house capac 
ity, with the overflow group receiving 
tickets to the Shrine benefit circus. 

Choosing acts was assigned to our 
advertising agency, Critchfield and 
Company. Basic to a variety format 
is the orchestra. Lou Breese and his 
orchestra, probably the most popular 
local musical unit, were picked for 
the 1954 and this year’s show. Other 
acts in this year’s show were Vernon 
and Bumpy and the Four Step 
Brothers (who have made appear 
ances on the Ed Sullivan Show), and 
Vic Perry, an internationally-known 
sleight-of-hand artist. “This composed 
the first act. 

For act two we departed from the 
usual variety numbers to take advan 
tage of the popularity of a nearby 
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college choral group. Varsity Glee 
Club of Purdue University presented 
a miniature concert of sacred, classical 
and popular songs. Professional cali- 
bre of their singing and the fine 
showmanship of their director, Albert 
P. Stewart, provided a balance to the 
song and dance acts of the first half 
of the show. 


picture 


your 
group... 


Write or wire today 
for the free 
full-color brochure 
that tells you 

in words and pictures 
why 70% of all groups 


return to the 

Hollywood Beach Hote! 
why many 

organizations meet 

here again year 

after year 

after year. 


Aside from the fact that this glee 
club is internationally famous, a large 
number of Purdue from 
the Chicago area and this was a factor 


students are 


in selecting them for our show. 

Do we get to 
hearts? Here are a few excerpts from 
typical letters we received following 


our customers’ 


tele dates ore now available for large 
in November and Decem 


will no doubt open an account with and small groups General Manager 


the last party: ““Thank you .. . for 
an evening filled with music, song y, y ‘ a 
and laughter. All three really make JOHN F. MONAHAN 
. ‘os ” Genera! Sales Manager 
re F : ; 
life worth living. And _ another, ; a 
Your program committee deserves " MOLL YWOOD 2.4551 
° ' 
yenerous commendation. Believe me, ' wew VORK mu 6-666) 
0 yuest was so impressed that she oy ee eee : — volalinens 
as so impresses ‘ 
£ | wooo ey ree Set A iw ’ on oa ; sown Ww TYLER 
! 


you.” And from another, ‘Thank acmniiteisies iicesien 
you for giving (my guest and me) 


such a wonderfully enjoyable eve 
ning.” 

At a cost of $1.60 per guest, 
the mailing of the initial 
ment to the covering of 


costs at the Opera House, 


from 


Mr. "K” Presents 
announce- 
hat-check 


< 7s YOUR KEY 
inexpensive way of pres a did oy WN re TO BETTER 


and winning new friends. é 
What about 1958? Already we 
are making notes on fresh acts, and 


studying ways of converting our 
guests to even stronger and_ bette 
salesmen. , , —_ , , , 
The End Big City Facilities With A Small Town's Convenience 
x The Midwest's best bet for sales meetings and 
convention groups from 25 to 300 people 
Dates and Places xf 8 minutes to airport — 3 minutes to railroad station 
For Sales Confabs 3 Friendly, intimate atmosphere a little city exclusive 
ent . f x} Air conditioned guest rooms and meeting areas 
5. sage - lites under spon »# Subway connected to other downtown hotels 
CHINICS r ral unaer 20 ; . 
sorshio of Nat nal $ Coles Cugru yt Six hundred and fifty luxurious rooms 
tives, Inc., 136 E. 57th St., New 
York 22 N Y 
Write or call Earl L. Jorgensen, Director of Sales and Public Relations 
M A Y for complete details and colored brochures 
Houston, Texas, Southwest Sales 
Conference x 7. 
7-6 San Francisco, Calif., Telephone etetes 6 PENNSYLVANIA’S CAPITAL HOTEL 
Sales & Letter Writing Clinic ote? / 
bulovs ste 
9 South Bend, Ind., Sales & Ad- with Fe : The Penn HARRIS 
vertising Conference Pi n ul 
17 Charlotte, N. C., Sales Confer 1geO 
ence 
27 York, Pa., Sales Rally Hole 
: 7 400 ROOMS °*¢ 5 UNUSUAL RESTAURANTS 
JUNE $e Parking e The Plantation ¢ Pennsylvania Grill 
4-7 Los Angeles, Calif., 22nd Inter “0 . LOBBY @ Harris Ferry Tavern ¢ Esquire 
national Distribution Congress set OU NTRANCE @ La Rue Du Ville 
20 New York, N. Y., Sales Man SEE pamisBuRrs, PA: , 
agers’ Conference bierere sete’ 
ARRAN SSOOOO OOOO , 


ND MANAGING DIRECTOR 
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Wesler T. Keenan, General Manager. Offices: New York, 
Clrele 7-7946; Chicago, WHitehall 4-7077; Cleveland, 


SUperior 1-0420; ashington, D.C MEtropolitan 


Ranklin 9-7852 


8.3492: Miami, 


fy SALT 


LAKE CITY 


Max Carpenter 
Manager 


We're proud of our reputation for hav 


ing served successful meetings of all 


sizes. Complete convention facilities. 


SOON! 


Now building large motor hotel addi 
tion with auditorium and exhibit ares 


tw accommodate well over 1,000 people 


Amphenol Is Sold on 
100-Minute Clinic 


Five years’ experience satisfies company that rotating 


sales clinics get more information to 125 salesmen than 


any other method. New tape-slide presentation added. 


Amphenol Electronics Corp., Chi 
cago, is sold on sales clinics for its 125 
sales and has just 
about given up anything resembling a 
conventional sales meeting. 

Sales clinics were initiated in 1952 
and have proven that 
they have become the pattern for all 
sales During this year’s 
Distributors 

one of the major 
components shows in the industry 
sales clinics were presented for the 
fifth consecutive year with relatively 
few changes in general format. 

“We did institute one innovation 
this year,” says Karl F. “Ben” Boldt, 
advertising manager for Amphenol 
who has been closely associated with 
the program since its inception. “We 
introduced color 


representatives, 


so successful 


meetings. 
Parts 
vention in Chicago 


Electronics con 


slides and recorded 
commentary to a degree we've never 
before used it.” 

For this improvement, Amphenol 
utilized a new of visual aid 
This apparatus, 
Wisconsin company 
consists of a tape recorder and a slide 
projector. It has a unique feature 
that the recordet 
has a synchronization track that trips 
the slides so that both voice and vision 
are perfectly correlated. 

Basically, the organization of Am 
phenol sales clinics is simple and con 


type 
equipment manu 


factured by a 


however, in tape 


sists primarily of dividing the firm’s 


125 into Six 


representatives groups 
Six clinics are organized, each headed 
by one or more company officials, usu 
ally specialists in particular products 
or facets of the sales operation. Each 
group of salesmen is then assigned to 
a different clinic, with a change in 
clinics taking effect after each session 

Charles Mikl, who is in charge of 
product sales at Amphenol, has been 
responsible for the subject matter for 
the clinics since their introduction. He 
is best able to explain how the clinics 
are presented. 


“We consider 


and sales promotion areas we wish to 


all of the products 


cover and assign several key personnel 
to supervise each of the clinics. For 


example, one clinic may be on the sub- 
ject of R.F. cables and connectors, 
one of our important products. ‘That 
particular clinic would be handled by 
two or three of our top specialists on 
those products. Similarly, we'd have 
clinics on the topics of sockets and 
radio components, antennas and other 
important products in our diverse line. 

“Each of the groups,” he explains, 
“which consist of between 20-25 men, 
attend each of the clinics on a rotation 
basis. 

“While the 


hour 


clinics last only one 
and 40 minutes, in that brief 
time we're able to introduce a sur- 
prisingly large number of products 
and impart a great deal of valuable 
information,” Mikl says. 

“This was particularly true this 
year when, for the first time, we used 
equipment which enabled us to both 
illustrate our products and their many 
applications and also present a suc- 
cinct but illuminating commentary 
on various salient facets of their con- 
struction.” 

A substantial portion of the time 
alloted to each clinic is devoted to 
showing slides of the diverse line of 
components both at close range and 
being manufactured or used in com 
monplace or unusual applications. 

Nearly 1,000 color slides were taken 
films 
pared for the six clinics, according to 
Lee Allen, director of visual aids at 
Amphenol. 

Allen is particularly impressed with 
the efficiency of the sales message that 


for incorporation in the pre- 


is made possible through this method. 
“By using a device of this type,” he 
explains, “we're able to maintain the 
same high quality of presentation at 
each of the six clinics. 

“Tf any one person had the respon- 
sibility of telling the same story about 
the products under this jurisdiction 
to six groups, he’d probably be ex 
hausted after speaking to the third or 
fourth clinic. 

“Furthermore,” Allen, ‘“‘by 
having the explanatory commentary 
can reproduce it sufh- 


Says 
on tape, we 
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People IT’S SO CONVENIENT TO CONVENE AT THE 
SHERMAN, where there are plenty of rooms for 

Under One all your guests . . . plenty of single-floor space 
for all your exhibits. No time lost racing around 


town! No tiresome stair-climbing! No bothersome 


elevator-riding! 
Roof. ee PLANNED SINGLE-FLOOR CONVENIENCE 


© Over 40,000 square feet of air-conditioned 
Ol ] exhibit space 


© 27 air-conditioned meeting rooms, accommodat- 


. ‘ ing 10 to 2,000 
Exhibits | pus... 


© Exceptional banquet facilities, for functions of 


any size 
on. e @ 150] redecorated rooms, many air-conditioned 
. 


Radio in every room — TV in many 
® World-famous restaurants: College Inn Porter- 
house, steak house of America — Well of the Sea, 
OOT seafood flown fresh daily from the principal 


rivers, lakes, and oceans of the world. And for 


exceptional food at considerate prices, the smart 
t Celtic Grill and Cocktail Corner are long-time 
favorites of both Chicagoans and visitors. The 


Coffee Shop and the Snack Bar provide excellent 


meals quickly 
¢ The Sherman is in the heart of Chicago’s shop- 
ping, theater, and financial district 


CHICAGO'S MOST CONVENIENT HOTEL @ Drive-right-in convenience — the only hotel in 


Chicago with on-premise garage facilities. No 
waiting for busy doormen when you arrive . . 
no waiting for delivery when you leave, 


Danny Amico, Vice President and Director of Sales, backed by u 4 


highly qualified staff, is on hand day and night to attend to all 
your convention requirements. For help in planning 
your next convention, phone, wire, or write Danny. 


CHICAGO'S MOST CONVENIENT HOTEL 
° 
RANDOLPH, CLARK AND LASALLE STREETS 
TELEPHONE: FRANKLIN 2-2100 * TELETYPE: CG 1387 
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. « Announcing . . 


A Completely New Kind of 


SALES INCENTIVE 
PACKAGE PLAN 


Our experienced staff of sales incen- 
tive experts conceives, plans, executes 
every possible detail of your campaign 
from start to finish. 


SAVES YOU TIME... SAVES YOU MONEY 


When planning an incentive campaign, 
don’t do-it-yourself—let HBH experts 
do it for youl 


We Relieve You of 
All These Details 


@ Preparation of pre-convention 
“build-up” mailings — letters, 
brochures, etc. 


© Arrangements for rooms, meals, 
meeting halls, movie projectors, 
sound equipment, etc. 


®@ Planning, scheduling and super- 
vision of complete entertainment 
program— cocktail parties, ban- 
quets, golf tournaments, deep 
sea fishing, Jai Alai, horse rac- 
ing, dog track, etc. 


town” and 


© Publicity — “home 
national. 


@ Package Plan even covers all 
such minor details as identifica- 
tion badges, bonners, streamers, 
souvenirs, etc. 


FREE BOOK-—"'Must” reading for busy executives 
who plan a sales incentive campaign-——-oa volvable 
book, ‘1001 Ways to Run a More Effective Incen 
tive Campaign With Less Work.’ No obligation 
Write: John B. Monahan, National Scles Manager, 
at address below 


HOLLYWOOD 
BEACH HOTEL 


America’s Leading Convention Resort Hotel 
Hollywood-by-the-Sea, Florida 


MEETING 
PLANNERS 


ciently loud so that there is no danger 
that the sales representatives seated 
in the back of the room will be unable 
to hear every word, 

‘“There’s also the further advantage 
that everyone in the clinic can see the 
Amphenol product much better when 
it is being projected in color on a 
large screen than they possibly could 
if it were being held in the hand of a 
speaker standing in the front of the 
room,” 

Amphenol sales clinics evolved 
through some years of trial and error 
planning. 

“We used to hold more conven- 
tional sales meetings,” Richard FE. 
Hall, general sales manager, reveals, 
‘but we had to discontinue them 
when our line became increasingly 
larger and larger and need for im- 
parting specific sales information be 
came more and more vital.” 

According to William H. Rous, 
vice-president in charge of sales, Am- 
phenol is not interested in the “hoop 
la’ type of a sales meeting. 

‘It is not our intention to rant and 
rave and pressure our men into ‘shak- 
ing the bushes for customers,’ ’’ Rous 
says. “Rather, ours is an informa 
tional and, to a great degree, educa- 
tional problem. Our sales representa- 
tives must have an understanding of 
the engineering features of our prod- 
ucts. ‘hey must know what they do, 
how they're better than competitors’, 
and all about their countless and ex- 
We've learned 
that Amphenol components are best 
sold when the representative can ex- 
plain their innumerable uses to the 


customer 


tensive applications, 


“For that. reason he concludes, 
method has been 
highly effective for us.” 


“the sales clini 


Everyone at Amphenol is inordi 
nately pleased with the sales clinic 
program. Already, in fact, plans are 
underway to adapt the basic slides 
from some of the clinics for use in 
supplementary sales purposes. 

“We believe that many of the 
colored slides will lend themselves 
admirably for use at special sales 
meetings presented in the field by 
our representatives,” President Ar 
thur Schmitt says. 

“In addition,” he continues, “we 
may take segments of various slide 
series and prepare them for special 
use. One adaption we're considering 
is their use with a table viewer that 
our representatives can show to engi 
neers at conference desk sessions or 
modest sales meetings.” 

“We're pleased with our choice of 
the color-film slides for our educa 
tional program,” according to Adver 
tising Manager Boldt. “In essence 
what we have is a product informa 
tion film. We consider this much bet 
ter for our particular needs than a 
general film on our business and, say 
its overall role in the electronics in 
dustry. 

“Tt would have been possible for 
us to make such a film and capital 
ize on the dramatic aspects of our 
contributions to the field — for ex- 
ample, showing jets, which use lots 
of our equipment, roaring off at day- 
break into the bleak skies. But that 
wouldn’t have been much help to our 
salesmen. For our specific needs 
informing our sales personnel about 
our products and their many elec 
tronics applications — our colored 
slides synchronized with a tape re 
corder are ideal,” Boldt concludes. 

The End 


Two Surveys on Show Value 


Exhibitor reaction at National Hotel Exposition, New York City, 
was subject of two separate surveys to determine show value “from 


the exhibitors’ viewpoint.” 


Show management asked exhibitors to rate attendance, services and 
worth of the show itself. Returns represented 71% of 567 exhibitors 


contacted, 


HANDBOOK 


Handy, pocket-size booklet contains reprints 
of some of the most popular articles on 


Comments on show's worth were 98% excellent and 2% good. 
Attendance was rated excellent by 91%, with 8% judging “good” 
and 1% “poor.”’ Ninety-two percent called services excellent. When 
asked whether they planned to exhibit in 1957, 96% answered, “Yes.” 

National Assn. of Food Service Equipment Manufacturers, repre- 

sented at the show by 85 of its 115 members, conducted its own 
survey of exhibiting members. NAFSEM _ questionnaire limited 
ratings to good, fair and poor. All of the 87% who answered thought 
the show was a good one, while services were rated good by 90% 
and poor by 10%. 

In this survey most exhibits indicated they planned to use the show 
again in 1957. 


meeting planning that have appeared in 
Sales Meetings Magazine 


32 pages—more than 14 articles 
Send 50 cents In coin to: 


Readers’ Service Dept. 


SALES MEETINGS Magazine 
1212 Chestnut S¢., Phila. 7, Pe. 
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< 
So 


COMPETITIVE SALESMEN wager they will not talk business and then run into a showgirl 


seeking help in 


ONE SALESMAN solves problem 


Calls in Westinghouse speakers to 


outfitting her new kitchen. Wager hampers ability to ‘'sell” her 


“sell” for him 


‘Story Line’ Is Key to 
Good Industrial Theater 


BY RANKIN BINGHAM 


Industrial theater, more than any 
form of show 

the use of the story line for effective 
Story line is best 
in “inside story’’—one that is believ 
able to the specialized audience of the 
ndustrial show. ‘‘Believability” 


other business, requires 


esults. when it is 


does 
not rule out Tantasy. 

For example, a Westinghouse 
lealer is astonished one morning by a 
isit from Betty accompa 
iied by all those who had decided to 
Duy a new 
last night’s commercial. A never-end 
ng line forms outside the store and 
the factory trucks are lined up at the 
back to make the needed deliv 
eries. Such a situation is fantastic but 


Furness 


Laundromat during he: 


door 
t can be imagined. 
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Improbable, but believable, and 
above all the situation brings up real 
problems. Has the deale: 
been lax on sales training? Are sales 
men properly prepared to present the 
product? Within the play form, a 
great many 
be readily exploited. 

Points can be made by actors that 
coming directly 
speaker, may seem to smack of apple 
polishing and often unbelievable 
For instance, if J. W. Widget states 
from the podium, ‘The Widget 
franchise is of such great value that 


business 


secondary objectives can 


from a company 


in this room should be 
it is possible that 
audience 


every deale1 
glad he’s aboard,” 
90% of the 
Oh, hum.” 

However, if in the play, dealer Jim 
McDougal is griping to his distribu 
tor salesman that Joe Doakes over in 
Ashtabula is cutting into his territory, 


merely says 


every man in the room, with similar 


eee 


Ne a a i 


conventions 
leaving 
force 


Are your 
"at home" 


your sales cold? 


It takes no more time 
or money to have an 
overseas convention 
by air... Dae, 


for full information write 
Pan American, P.O. Box 1790 
New York 17, N.Y 


PAN AMERICAN 
World's Most 
Experienced Airline 


Deep in the Heart 
Of the 


Majestic Adirondacks 


350 beautifully 
acres 


landscaped 


Challenging 2 golf courses, | 
on the premises 


9 Clay tennis courts 
8 Handball courts 
All water sports 


Air conditioning public 
rooms 


Every meal a banquet 


Open-air theatre seating 700 


Accommodations for 600 


SCAROON 


MANOR HOTEL 


on Schroon Lake, N. Y. 


“2 


ATLANTIC CITY, WH. J. 


Outstanding Facilities 
at Sensible Prices 


if you plan to hold « convention or sales 
meeting in Afiantic City, will pay to 
Investigate the facilities at the Jefferson 

. Atlantic City's leading moderately 
priced hotel. Famous for its excellent 
culsine and outstanding facilities, the 
Jeflerson's completely trained convention 
stefl tp your assurance of @ most wseccetm- 
ful meeting 


@® UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

® BANQUET ROOM — seat- 

1230 persons. 

@® SEPARATE MEETING 
ROOMS accommodating 35 
te 350 persons. 

@ EXHIBIT SPACE of over 
13,000 square feet. 

®@ SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

@ 468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. 

@ EXPERIENCED STAFF to 
handle all details. 


Fer complete details and information 
for futere bookings, write, wire or 


telephone Charlies A. Fetter, General 
Manager. 


Jefferson Auditorium 
Atlantic City’s Newest & Finest 


Completely Air Conditioned 
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6) foot yacht ef your duposel 
Car rental service on premues 


Dwect nonstop mayor an knees 


THE 


FOR RESERVATIONS OR COLORFUL BROCHURES PHOwE 


DITO SOUTH GCOLAB BOULEVARD 


Park in front of vour room 
Mowe and sound equipment. 
Additonal eccommadetions ove: lable ler sutra lerge conventions 


FABULOUS GOLD COAST insures 


TELECP HORE JUSTICNR 2 


| 
| 
Something, | 

"In the Air... 
Makes a Meeting clidk 


} 
| | 
} 


And you won't wonder what that 


something is once you've made the 
HOTEL NEW WASHINGTON your 
Seattle Headquarters for sales meet- 


ings and conventions, It’s the atmos 


phere here that makes a meeting or 
convention really meet with your 
heartiest approval. Whether your 
meetings are large or small, they are 


it's no wonder that in Seattle, the | 
HOTEL NEW WASHINGTON is pre- 


é , 
{ 
of major importance to us, 
A’ 
‘ 


ferred by leading national firms such 
1. 25 A. 0. Smith Corporation and Philco 
“1° for their meeting headquarters. Assoc- | 
M iations also, like the TextileandApparel | 
* Industry, headquarter | here during 
wl their market weeks each year, You'll 
May prefer it too, .. once you've tried it! 


wil. 
| 
HOTEL 
NEW WASHINGTON 
= SEATTLE, WASHINGTON 
See your Travel Agent 
|«* 
| 
0 00 p 0 
0 0 >A ; ORID 


YOU COW? RAVE TO Of 4 GhLisenam@e Te L/vE Lae Om @ PALE Gtaee 
0 Conventions Tee (ante G8 Tee sma) 


MOTT OCLAN BACH 
wim Cabanas 
‘ TWO Swimming POOLS 


Ober WATE 8 ban) wares 


TWO SRENG 800a6 


wit COCA! aa 1 


Goll . Tenn 
Beautilul rool garden & patios 
Aw conditioned meeting rooms 


Two major RR stations Deep See Fishing 


Planned entertainment 


YOUR MOST SUCCESSFUL CONVENTION 
WIRE OR WRITE FRAG WiLiiams 


47) PALM BEACH, FLORIoA 


| extraneous 


problems, is 
Then, 
play 
the situation, 
factory 


squarely behind him. 
if the dealer salesman in the 
calls his boss to straighten out 
and the boss calls the 
branch for its opinion, and 
the branch calls the home office which 
calls J. W. Widget himself, we have 
told the story of how the factory is 
going to solve this specific problem— 
a problem that may well be in the 
minds of every dealer present. We 
prove the value of the franchise by 
acting out a real circumstance. The 
audience is more apt to understand 
and believe the situation because of 
its own experience. 

Use of story line to gain sympa- 
thetic audience reaction is by no 
means peculiar to the industrial 
show. In Steve Allen’s book ‘The 
Funnyman,” there are many refer- 
ences to the device. ‘To paraphrase 
Allen: 

“Audiences want to get in 
terested in some sort of story 
line. When TV audiences be- 
gan to tire of Milton Berle, his 
writers became aware that a 
story line was essential.” 


One important point is that a 
writer experienced in the field of the 
industrial-show sponsor turns out the 
best work. Plausible subject matter is 
of paramount importance because the 
situation in the story must be recog 
nizable. ‘There seems to be little sales 
value in trips to the moon, 

How many young hopefuls have 
submitted first stories about the For- 
eign Legion or an exotic Mata Hari, 
only to have their manuscripts re 
turned with the sage advice to draw 
on their own experience. Fortunately, 
there is always a wealth of back- 
ground material in our business life. 

Likes and dislikes of the industrial 
show audience can be analyzed more 
easily than can the general public 
audience. Yet, for some unaccount 
able fact, business men sometimes 
allow writers and producers to wan- 
der far afield, especially in the area 
of pure entertainment. This is need 
less and tough competition. Then too, 
entertainment detracts 
from the product story. And, prob- 
ably of importance, this ap- 
proach is time consuming. In our 
highly competitive age, time 
money : 

Another quote from Mr. 


“If the audience is intensely 
interested in what happens to 
your characters, they will laugh 
amiably at almost any little joke 
you sprinkle through the story 
line.” 


most 


means 


Allen : 


Foolproof way to make the audi- 
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ence intensely interested in your 
characters” is to present them with 
recognizable and believable people; 
l.e., ‘the inside story.” There is ample 
material in this area for jokes, musi 
cal numbers—everything you need for 
entertainment that sells. However, a 
warning: “right way to sell’ skits, 
and ‘‘wrong way to sell”’ skits, inter- 
spersed with long speeches are almost 
sure to make the audience believe 
that the show must go on... and on 

and on even though a few 
extraneous vaudey ile acts are thrown 
In to keep the audience awake. 

When properly used, the story line 
should constantly advance the theme. 
Thus, the show can be shorter and 
more memorable. 

A good system for developing dia 
logue is first to have each department 
head write a rough draft of straight 
pitch to cover his section of the pro 
gram. Ihe material can then form 
the background for skits, musical 
numbers and speeches. An edited and 
condensed talk leaves the speaker with 
only new and informative material 
a great boon to the speaker (and the 
audience). Where there are to be no 
company speakers, basic material for 
the entire script usually can be found 
in these rough drafts. Such material, 
in the hands of a capable writer, is 
invaluable. 

Problem of finding good writers 
with merchandising background is, of 
course, dificult. But if the company 
show planner will insist on accepting 
only a story line that deals with his 
business problems, he will find he has 
in excellent criterion to judge the 
finished work, and at the same time 
help raise the standards of quality in 
ndustrial theater. 

One final point: quality. Today, 
the industrial show cannot afford to 
operate on an amateur basis. Nor can 
we accept fifth-rate talent. Millions 
of dollars in sales are dependent on 
product shows and sales meetings. 
‘Too often, show people, per se, con- 
vince business men that having la- 
bored long (even though lost) in the 


theater world is recommendation 
enough to be given the serious task 
of turning out an effective script. On 


the other hand, the successful rt 
tits is apt to begrudge the time re 
quired to become fully acquainted 
with industry’s problems and slough 
it off with clever entertainment. 

The sponsor, being a business man, 
has one great advantage; he knows 
; business. He may not be qualified 
0 judge music, scenery, cast or cos- 
tumes on a strictly artistic basis, but 
he certainly can ask himself how it 
pays off business-wise. 


t 


The End 
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™“* RONEY PLA 
ZA 7 ACRES ON THE OCEAN AT 23rd ST. + MIAMI BEACH 


John J. Dewey : 3 
Managing Director ment assures attention to every detail. 


Cqgutnox Howe 


MANCHESTER-IN-THE-MOUNTAINS + VERMONT 


BOOST 
YOUR SALES! © 

Right in pace for upping sales 
evels, the’ Roney Incentive Plan 2 
is a completely new, revolutionary . 
idea for increasing business 8 
What's more, it can be tailored | 
to fit your exact needs, Send for 5 
our Incentive Booklet on your r 
company letterhead and learn the full X 
details of this exciting method of . 
making sales graphs zoom upward! 9 
Write, G. DAVID SCHINE : 


President, Ge Mi Shine H 


No resort offers a more conducive atmosphere 
for sales meetings and conventions. The unsur- 


passed facilities of the Equinox include 


© Scenic 1426 acre estate 

* Convention Hall seating 300 

* Accommodations for 335 persons 
* New Swimming Pool and Terrace 
* Private Trout Lake 


¢ Finest Golf—Nationally Rated 6690 
Yard Equinox Golf Club 


The food and service at the Equinox are without 
peer. Full cooperation of our staff and manage- 


Gow Wott wtthe the Wott 
on abr tes Gulf GULF COAST 


/ iat “THE GULF COAST'S FINEST HOTEL 


OVERLOOKING THE GULF of MEXICO 
midway between GULFPORT & BILOXI 


EDGEWATER PARK, MISS 


FOR THE FINEST CLIENTELE” 
100% AIR-CONDITIONED 


Everything under one roof-——meeting rooms for small, 
Hegional or large National groups, banquet and 
dining facilities. Beach-——swimming pool—private 18- 
hole championship golf-course—dancing—planned en 
tertalnment. We specialize in personalized attention! 
Inquiries appreciated aed promptly handled. 


Write: A.P SHOEMAKER Jr, General Manager 6 
N. MEISNER, Sales oné Convention Manager 


i aso 
s 3 
ACCOMMODATIONS ( 
FOR GROVF?: 
"cian 
New meeting and exhibit rooms. 
Air conditioned hotel and 
cottage rooms 
Distraction-free location amid 
500 acres of Sierra foothills 
in Northern California 
Recreations include mineral 
water baths, massage, swimming, 
dane ing, entertainment, 


Carousel cocktail lounge. 


TN 


Golf and riding available 
Modest American plan rates 


Season—April to November 


Richardson : 
Mangels 
Springs 


P.O. BOX 100 
RICHARDSON SPRINGS. CALIF 
Phone 
RICHARDSON SPRINGS 71 


RASH 


=} 


7 
‘Gi ys / 
4 y 7 | 7 4 ta /9 r wry 
> WW A/S ( DVLQULOV LE AA 


Meeting Space for 2000 
Or Banquet of 1800 

Or Space for 100 Exhibits 
Three Spaces for 500 
Garden Dining for 1500 


Twelve Rooms Ranging in Size 
to Accommodate 25 to 200 


Free Parking in Hotel Grounds 


Largest Hotel in Atlanta 
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Your Typical Conventioneer 


He's 40, serious in his attendance at sessions, enjoys 
seeing sites of convention city, travels with two suit 
cases, and usually gets up at 7 AM while at convention. 


| yp al 


working 


hard 
40-year-old man who gets 
up at 7 AM, attends business sessions 


conventioneer is a 


all day long and goes on sight-seeing 
what little time he 
squeezes into a three-day meeting. 
He may bring his wife along. 
This picture of today’s conven 
tioneer was compiled by Pick Hotels 
Corp. on the basis of a survey of 
held in 20 of 
22 hotels during the past 


tours in spare 


business conventions 
the chain’s 
VCal 

Pick Hotels are in large and me- 
dium-sized cities ranging from Chi 
cago (Congress Hotel) to St. Louis 
(Melbourne) and ‘Topeka (The 
Kansan ) Of the 22, two do little 
convention business and were not in- 
cluded in the survey. 

‘Types of conventions range from 
business sales meetings through trade 
and hobby shows to PTA gatherings. 

Although the conventioneer usual 
ly is on a® expense account, he’s not 
a heavy tipper and he seldom in- 
dulges in room service meals. He asks 
to be called at 7 AM and his meetings 
run straight through until 5 pm with 


hits ya avert 


at least one banquet going into the 
late evening. 

Pick Hotels managers say conven 
tioneers ask for more information 
about historical and cultural attrac 
tions than do other guests. Favorite 
spare time activities are sight-seeing 
tours and visits to museums. 

Approximately 30% of conven- 
tioneers bring their wives. Very few 
are accompanied by children. 

The man traveling alone carries 
two pieces of luggage. A wife brings 
three. 

Despite hotel charge account serv 
ice, a big majority of conventioneers 
pay their bills in cash, with a smaller 
number paying by check. 

Shirt studs (for men) and ironing 
boards (for women) are high on the 
list of requests for special service. 

Favorite convention months are 
May and October with January in 
second and April in third place. Meet- 
ings average three days in length 
More conventions are held over week 
ends than formerly, as a result of 
hotel efforts to spread the load. 

Hotel managers agree that conven 


"| said, ‘Set it down EASY!"" 
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IDAHO 


GOLF ¢ TENNIS * SWIMMING 
HORSEBACK RIDING* FISHING 
SKEET AND TRAP SHOOTING 

MOVIES * BOWLING 

DRIVE YOURSELF SERVICE 

OUTDOOR ICE SKATING * DANCING 
AND EVENING ENTERTAINMENT 


Owned and operated by 
Union Pacific Railroad 
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his sales meeting 
ended 20 minutes ago 


Sure, he is getting more good out of this 
convention. When the day's business is 
wrapped up, it’s only a matter of minutes 
till he is out pursuing his favorite pastime— 
playing golf, ice skating, shooting trap 

or skeet, swimming or just sitting and 
soaking up the sun. Fact is, even the 
business meetings seem more fun. 

Let us show you how nicely our facilities 
will meet your convention requirements. 
Just write Mr. Winston McCrea, Manager, 
Sun Valley, Idaho. 


MEETING ROOMS 


No. of Rooms Mox. Capacity 
OPERA HOUSE 500 
DUCHIN ROOM 100 
SLALOM ROOM 100 


Numer 20 to 50 


BANQUET ROOMS 


No. of Rooms Mox. Capacity 
LODGE DINING ROOM 350 
CONTINENTAL 600 

Liquor by the drink available per state laws 

except Sunday and designated holidays 

RATES 

AMERICAN PLAN EUROPEAN PLAN 

per person, two 
$] 5 in a room RATES ON 

per person, REQUEST 
$] 8 single room 


eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeee 


UNION CAPACITY 


PACIFIC 
wyrry Sleeping accommodations for 500 persons 


eeeeeeeeeeeeeeeeeee 


tioneers are more serious minded than 
they used to be. Typical comments: 

“They're trying to cope with new 
ideas and conditions.” 

‘They're more interested in at 
tending all meeting sessions.” 

‘“They are here to learn, not play.” 

Hotels frequently have to cope 
with unusual exhibits. Durant Hotel 
(Flint, Michigan) ran a trout stream 
through the dining room so guests at 
the convention could fish for thei: 
dinners. Melbourne (St. Louis, Mis 
souri) supplied 24-hour guard serv 
ice to protect 4 valuable stamp col 
lection. Other displays ran all the 
way from kitchen stoves to antique 
guns, guided missiles and radar. 

Five people attended a meeting of 
a local army group at the Roosevelt 
Hotel (Pittsburgh, Pa.), while 12.- 
000 recently swarmed through the 
Congress for the convention held by 
the American Society of Mechanical 
engineers. 


Hotel managers agree that conven 
tions aren’t any more lavish in the 


4 
Superlative way of entertainment than they used 


to be, but informative displays and 


em . presentations may be more elaborate. 
facilities, food and service! It’s all part of the picture: Modern 

. rl conventions are for work, not play. 
Acres of free parking space! The End 


. Y, om _ Sone 2 lions 

for conventions up to 250—meetings i ’ 

and banquets up to 2,000 Washington : 
Largest Downtown Ballroom 


Preferred by most companies for their Northern 
is now re-opened! 


California conventions, meetings and banquets! 


In addition to Washington's most spa- 
FINEST One of cages: . 
0 e cious ballroom, there is the newly 


. — 
Resort California's iil anil aN taille ile 
Hotel in Finest additional meeting rooms—all air con- 
San Francisco Resort ditioned. Dining and bar Facilities have 
a Ne 

Bay Area! YAKLAND-BERKELEY, CALI Hotels! been mr rnized and expanded. New 
Just 20 Minutes from San Francisco adjacent garage facilities are available 
Murray Lehr THornwell 3-3720 All suites and be Jrooms are air condi- 

Managing Director Teletype OA 520 


tioned and furnished with radio and 


large screen television. Write for com- 
HOLD YOUR NEXT CONVENTION AFLOAT tet convention informations 
pe ~*~. Ce 


Richard H. Nash 


General Manager 


Me For your next national, regional or 
“var| district convention, sales meeting or 
group get-together, you can't pick a 
better meeting place than one of 
these big Great Lakes cruise ships— 
the SS NORTH AMERICAN or the 
SS SOUTH AMERICAN. Let us tell 
you why. 


Write, Wire or Call “The 
N. L. CHINNOCK 
General Passenger Agent 6.8) I L L A RD 


FOOT OF WOODWARD AVE 
WO 3-67/60 « DETROIT 26, MICH 


Teletype WA-732 
Telephone 


NAtional 8-4420 
AW ABBELL HOTEL 


GEORGIAN BAY LINE / 


14th Street and Pennsylvania Avenue, N. W 
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CAREFUL PLANNING enables RCA to utilize all island space to best advantage. Dis- 
plays are designed so product exhibits and signs can be switched easily and quickly. 


Many in the 
“Act” at RCA 


Exhibit 


With nine divisions and separate promotion and advertis- 


ing departments for each, RCA has special problems when 


an industrial show exhibit combines product lines. Team 


"play" is required to coordinate show of varied products. 


BY IOLA SHAW 


Much of the trade 
show display is contingent upon the 
internal organization of the exhibit- 
ing company. Radio Corporation of 
America, after some experimentation, 


success of a 


has set up a system for handling ex 
hibits which eliminates many of the 
traditional headaches. Such a set up 
automatically had to answer several 
peculiar, perhaps, to RCA 


‘There are nine divisions, each with 


problems 


its own advertising and sales promo 
tion department. Since several divi 
sions may enter trade shows together: 
representatives from these divisions 
as a team, planning 


exhibit 


work together 


and buying space and dis 
plays 

RCA enters approximately 18 re 
gional and national shows each year 
and has to be, as the saying goes, 
to travel.”’ Any custom-built 
both 


form and application so that it can 


“ready 
exhibit has to be versatile in 
be utilized for more than one show. 
interchangeable 
so that booth sizes can be adjusted 


Sections have to be 


to varying exhibit specifications. 
Display facilities have to be de 
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exhibits and 
signs can be switched easily 
Training for booth 


signed so that product 


personnel 1s 


always coordinated sO that every 
man, regardless of his divisional afhia 
tion, receives the same basic orienta 
tion. 

Kach division has a_ promotion 


manage! who schedules the entries of 
his department and supervises the 


manner in which such participation is 


handled. 
Coordinating divisional activitie 
an administrator of shows and exhib 
its who is responsible for the 
ning, 
exhibits in cooperation with the afore 
Ultimate 
from the 


plan 
purchasing and setting-up of 
mentioned heads 
bility 


and sales 


responsi 
extends advertising 
promotion department of 
each division. 

Budgets for the year are arrived at 
as part ot the over-all promotion ex 
‘Total 


down by the combined efforts 


penditure. figure is broken 
ot prod 
uct promotion managers and adver 
tising and sales promotion department 
of each division, to get a tual alloca 


tion for each show 


Are your conventions 
"at home" 
too conventional? 


It takes no more time 
or money to have an 
overseas convention 


by air... ——— 


for full information write 
Pan American, P.O. Box 1790, 
New York 17, N.Y 


PAN AMERICAN 
World's Most 
Experienced Airline 
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Tl territories 
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a 
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last year 4 sales 
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900% we 
ter than om ipl STRIES IN¢ 


BENNETT !? 


LET US HELP YOU 
INCREASE YOUR SALES! 


Among the many firms who have success 
fully used our service are: Advertising Age, 
industrial Marketing, Willys Motors, Inc., 
Electric Typewriter Division of Internation- 
al Business Machines, Admiral Corporation, 
Fearn Foods, Hotpoint and Leathercrof?, Inc, 


Assure the success of your next incentive pro- 
gram by using the travel, sales and incen- 
tive ‘‘know-how of one of America's lead- 
ing Domestic and Foreign travel operators, 
HAPPINESS-JOURNEYS INTERNATIONAL 


Send For This Brochure 


The story of incentive trav- 
el and how it can increase 
the success of your sales 
program (incentive or gen- 
eral) is told in this bro- 
chure 

We can supply merchandise 
to round out your program 
through our affiliate, John 
Piain & Company, that main- 
tains the world's largest 
stock of gifts, housewares 
and appeore! 


wy 
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Incentive Division 
JOURNEYS INTERNATIONAL 
Happiness Travel Service. Inc. 

6 East Monroe Street, Chicago 3, Illinois 


I rade 
cadily can see 
thinking and the 


inhy people at 


articipation a 


you 
the result of group 
combined efforts of 


RCA. 


RCA representatives choose an ex 
ubit builder in the most direct man 
wr. Ideas and designs—within lim 

ota pres ribed budget are judged 
ind the most appealing is chosen 

Recent Institute of Radio Engi 
ee! exhibit, de ipne d and produc ed 
) Structural Dy play New York 
City, is a good example of the results 
1 a well coordinated internal promo 


on organization 


Working with a team of sales pro 


motion men, headed by Jim Phillips, 
RCA administrator of shows and ex- 
hibits, ‘lube Division, Tom Byrne of 
Structural Display, interpreted the 
personality of RCA and its divisions 
within the confines of a 40-foot-long 
rotunda display 
The display was versatile in form. 
Size could be changed to fit into plans 
for other good part 


of RCA’s allocated to this 
one exhibit, this feature was of prime 


shows since a 


budget was 


importance, 
‘Theme for this display, ‘Electronic 
Applic ations Found in Many Differ 


ent Industries’’ was expressed in 


‘COttention : Comentiow Manager. ' 


Yes, your inquiry to the Skirvin 
is the first step in planning a 
successful sales meeting or 
convention. 

| Fine food, beautiful surround- 
ings and comfortable accom- 
modations prevail — plus a 
healthy addition of that im- 
portant ingredient . . . exper- 
ienced, friendly cooperation, 
We truly welcome the oppor- 
tunity to tell you of our com- 
plete facilities for handling 
any size group, including 
closed-circuit television meet- 
ings. @ Write for our de- 
tailed “Facts File.” 


7 i Avenué 


'Dan.W. James, Pr siden) 
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Sines 


OKLAHOMA CITY 


Central. 


@ FIVE HUNDRED 
BEAUTIFUL ROOMS 


@ COMPLETE AIR 
CONDITIONING 


© CONVENIENT 
AUTO REGISTRY 


wer 


elite! 


original sand sculpture on the facade. 
Figures symbolizing use of electronics 
in the entertainment and industrial 
fields were molded in bas relief with 
superimposed wire designs. ‘This may 
have been the first time that such an 
art medium was employed. 

This abstract modern type design 
was a striking departure from con 
ventional trade show displays. Colored 
lights, duplicating the primary colors 
used in RCA’s TV color system 
formed an arresting interplay of color 
upon the white sculptured panel. This 
creative treatment did a visual job in 
welding the interests of the entertain 
ment field and the burgeoning indus 
trial electronic areas. 

Continuity of advertising and pro 
was achieved with an illu 
minated RCA logo. This was re 
flected in a pool—unusual for an in 
dustrial trade show. 

Problem of separating each divi 
and yet having the whole 
ippear integrated, was solved in part 
by the the display. Five 
resulted from 


motion 


sions story 


structure of 


distinct display areas 
the rotunda design. 

the five divisions, a 
representative sample of some of the 


products of the participating divisions 


‘To coordinate 


product 


vas arranged on a revolving “ 


the tip of a 


Long Island... © ax 
tops for conventions 


Montauk Manor 


* NEW YORK’S FINEST 
OCEANSIDE RESORT 


* ONLY 3 HOURS FROM NYC 
RIGHT ON THE ATLANTIC 


125 miles out to sea . . . breeze-cool 
for business, for pleasure. All sports, 
nightly dancing, entertainment. 

200 sea-view rooms. Complete 
convention facilities. Accommodates 
up to 400 

New Surf and Cabana Club 

Huge Ocean Beach 

150-ft. Saltwater Pool 
Championship Golf 

Yacht Basin 

World's finest fishing 

Full information from 

R. D. Waterman, Sales Manager 


Montauk Poim 8- 2311 
In New York City, 1 B. 42nd St., MU 2-5197 
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tree’ which was reflected ipon a mit five-toot aisle down the center ot the tors to the booth could ippeal 
rored background display. Again, this liability was I'\ Phe demonstration was plac 
How does RCA narrow the field as turned into an asset by building a on an outside section ot the exhib 
lar as display ontents gor Heads ot counter for dispensing literature so it formed its own trathe patter 
livisions get together and decide alongside the aisle achie ng an in res ilting in one ot the show's h 
exactly what should be shown. A ternal traffic lane lights 
prime consideration, of course, is the Audience participation RCA real RCA has proven that several 
dramatic ettect certain applications ized, is an advantage at any trade sions working together as a tean " 
will produce when displayed in an show exhibit This was accomplished be even more progressive in. the 
exhibit area. For example, RCA through a demonstration of the direct thinking than the one-man admin 
wanted to show advantages of the view storage tube which is capable of trator. Not only was the IRE boot 
more compact 110 degree ‘TV picture stopping action of a TV pick-up and unique in its concept, but it prove 
tube offered to I'V set manufactur printing a half-tone picture on the graphically that modern exhibit a 
ers. This tube is important because face of the tube. an take its place alongside the olde 
it will make slim TV sets and porta A group set-up of camera and view iccepted art forms 


ble ‘T'V sets more popular. ing screen was arranged so that vis The End 

This advanced design was illus 
trated at the IRE Show by a full 
sized study of the depth requirements 
yf the old as against the new sized | ' 
tubes. Art comprising suggested meas 
When you have a story to tell clearly and 
quickly, prepare it the Prolype way 


iring instruments, color and appro 


priate copy completed this one pres 


“ee ' -» Now simple, easy... 

wo pillars, one at either end of ° no camera... 

the eight booth display, were at first photographic no darkroom! 

onsidered liabilities. Structural Dis type , ; 

play built around them, utilizing this Prolype photographic type oe the ideal 
enclosed space for service areas for the the easy way... answer for visual presentations. You get 


working demonstrations which were clean, razor sharp type up to 90 points 
without complicated machinery, expensive 


cameras or darkrooms! All you do is expose 


et into the walls. 
Show management because of the 


size of the exhibit area, specified a the type at a simple easel under regular room 


lighting conditions, then develop the ProFilm 
or ProPaper there! That's all there is to it! 
More than 10,000 type sizes and styles are 
slides... available to suit any need, from text to head 


lines of compelling interest and impact. Pro- 


Film is ideally suited for use in making projec- 
tion slides, and ProType, on both ProFilm and 
ProPaper, fits in perfectly with all phases of 


the Diazo-type Process. 


movie, 


film strip 
titles... 


4 
4 
A 
* 
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OUR ORGANIZING FOLIOS CAN HELP flip charts 
IN PLANNING YOUR CONVENTION and 
presentations 


To assist with your plans we offer The 
HOTEL DENNIS “Call to Convention” 
organizing brochure. Separate folios on 
rooms, private meetings, dining and 
exhibit requisites, entertainment, mis- 
cellaneous features. Ample space for 
notes and records, plus a coordination | jéé  § (ND qu Bg ee OD A ee ee eee 


folio for the convention chairman, 


(J Arrange demonstration 
[Send brochure on Prolype 


The DENNIS proudly announces completion 
of Atlantic City’s newest convention facilities, 
accommodating up to 800 


Apiel DENNIS 


DAVIDSON CORPORATION 
A Subsidiary of Mergenthaler Linotype Company 


Boardwalk at Michigan Avenue 20 RYERSON STREET, BROOKLYN 6, KEW YoRs 
r r ’ Dietriby v0 in off princi oD nd Conede Cc « 
ATLANTIC CITY 4-8111 Prarie ec tine v TOA ON 
Text set in Linotype © Headings in Profype bo . oeeeoow oe oeoeowoweeeeee 
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| esate s most distinguished 
Resort and Spa 


The Homestead’s 17,000-acre estate 
$in the mountains of Virginia is one of 
: the most delightful vacation resorts any- 
$ where in the world. 

Come enjoy our superb facilities for 
golf, swimming and other sports .. . 
the pleasant Hot Springs social scene $ 
80 


. and our famous Southern Service, $ 

smoothly fitted to civilized tastes. § 

The Homestead has excellent facilities $ 

e 

for oe meetings. A folder describing ¢ 
them will be sent on request. 


Address 


HOT SPRINGS, VIRGINIA 


Chicago Office 
Cleveland Office 
Washington Office 
New York Office 


wieiedgecccaven MOhawk 4-5100 $ 
dginaneeeten PRospect 1!-7827 § 
EXecutive 3-648! $ 
suduouacsasesakt Circle 7-6940 $ 
2 


Looking for a 
location that’s 


Here is a Magnificent Tropical 
Island Paradise 


Just 18 minutes from the heart of Miami. 
Delightful seclusion without remoteness. 
Unexcelled Services . . . Cordial Hospitality. 
Air-conditioned. Diversified facilities. 
Picturesque, sporty 9-hole Pitch 'n Putt Golf 
Course overlooking the Atlantic Ocean... 
described by Golfdom Magazine as one of 
world's finest. Miles of secluded beautiful 
white sand Beach. 4 Championship Tennis 
Courts ... Shuffleboard. 2 Fresh Water 
Swimming Pools. 


Your Group is held together . . . work 
together . . . live together .. . play together 
on a delightful Resort-estate. Telephone 

or write for complete information 

Alan Bland, Director of Sales 

Bob Neale, Managing Director 


© Complete with everything necessary 
for Successful..Happy..Group Functions 


THE 


KEY BISCAYNE 
Hotel and Villas 


300 OCEAN DRIVE © KEY BISCAYNE * MIAMI 49, FLORIDA 
Telephone Miami 814-5431 
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Why Exhibit Abroad ? 


U. S. industry has responsibility to tell its story of fre. 
enterprise to people influenced or dominated by |ron 
Curtain. Exhibits at most fairs must sell ideas as well a; 
products if foreign peoples are to understand our ways 


BY HARRISON T. McCLUNG 
Director, Office of International Trade Fairs 
U.S. Department of Commerce 


American business is the very foun- 
dation of the international trade fair 
program. Its increasing interest has 
led to the establishment of an Indus- 
try Exhibits Division, within the 
Office of International Trade Fairs, 
which will work with the Bureau of 
Foreign Commerce, in fostering and 
promoting industry exhibits at inter- 
national trade fairs. 

Phillips B. Marsden, former vice- 
president, Diethelm and Keller 
(USA) Ltd., New York City, chem- 
ical and drug manufacturers, will di- 
rect the work of the new division. 


Responsibilities 


Major responsibilities of Industry 
Exhibits Division will include: ar- 
rangements for private industry dis- 
play areas surrounding the space oc- 
cupied by official U.S. central ex- 
hibits at the fairs; development of 
permanent displays for repeated use 
in Government exhibits; and dissemi- 
nation of trade fair information to 
industrial firms and trade associa- 
tions. An industry advisory commit- 
tee will be made known soon. 

In my opinion, the Government 
cannot carry the full load of U. S. 
participation in trade fairs. Private 
industry itself is the instrument which 
can most effectively tell the story of 
free enterprise. If this country’s in- 
dustry is solely represented by the 
Government at a fair in India, for 
example, how can the people of India 
distinguish between American indus- 
try and that of the Soviet govern- 
ment? How are they going to under- 
stand free enterprise if it always 
shows up at trade fairs as a Govern- 
ment exhibit ? 


Chief By-Product 


‘Two-way trade is a chief by-prod. 
uct of the international trade fair 
and private industries are the traders, 
not the U. S. Government. Thus, 
industrial exhibits open new markets, 
increase sales and strengthen the com- 
pany’s and our country’s position 
abroad. 

Combination of a U. S. central ex. 
hibit, developed by Office of Inter- 
national ‘Trade Fairs, and industry's 
own displays, has proved successful 
in the two-year history of our par- 
ticipation in trade fairs. The Ameri- 
can central exhibit has been a crowd 
attraction, outdrawing the Soviet bloc 
countries and, at the same time, pro- 
viding greater identity for American 
industrial displays. 

There have been several instances 
where the U. S. pavilion has served 
as the focal point for additional pri- 
vate industry participation—at Bang- 
kok, twice at Bogoto, Colombia; New 
Delhi, India; and Damascus, Syria. 

At each of these, OITF, in addi- 
tion to staging a central exhibit, ar- 
ranged large areas of private industry 
displays adjoining or adjacent to the 
official Governmental area. Con- 
panies participating in these joint ef- 
forts have been well satisfied with 
results. 
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Realize Importance 


A graphic example of how private 
industry is beginning to realize the 
importance of having its own ¢ xhibits 
is shown by the fact that OITF had 
to increase its commercial space for 
the Casablanca Fair (May +4-May 
19) from 12,000 sq. ft. to 38,500 
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whole new world 
for your 


convention 


free ©) e 


lron 
| as 
rays, 


hotel, cabana & yacht club 


LL THIS 1S YOURS... 
OR A PERFECT CONVENTION! 


|4 meeting rooms or combinations . . . 
to seat any size meeting from 24 to 1600! 


Monitored air-conditioning 
Modern lighting and sound equipment 


fe Outstanding cuisine... 
served from an ultra-modern kitchen, 
strategically placed to serve every 
prod banquet with maximum expediency 
Tair , 
ders Underground parking garage 


hus Yacht anchorage on protected Indian Creek 


. 30,000 square feet of drive-in 
ition exhibit space at reasonable rates 


| ex ALL THIS — PLUS: 


Tys He Olympic pool and private ocean beach 


¢ Over a hundred luxury cabanas 
with individual bathrooms 


)wd fe Magnificent covered outdoor pavilion for 
dloc dining and dancing, outdoor meetings 


¢ Three delightfully different 
dining rooms to suit your every mood 


ices. He ¢ Informal gaiety and dancing in 
ved Harry’s American Bar — Garden Café 


* Fabulous entertainment nightly POMPEIAN ROOM — Accommodating banquets of 1200 and business sessions of 1600 
in the unparalleled Café Pompeii people. Four tiers assure all in attendance perfect view of the speaker's table. 


ROBERT H. WHALEN, Director of Sales 


GEORGE E. FOX, Managing Director 


he SEND NOW FOR COMPLETE 
CONVENTION BROCHURE 
n- dlueprinting complete plans and detaiis 


omens A A. 


Ree 30,000 square feet of DRIVE-IN EXHIBIT SPACE at reasonable rates. This area 
does not alter the availability of any of the 14 Major Meeting Rooms. 
New York: Circle 7-6940 * Chicago: MOhawk 4-5100 © Cleveland: PRospect 1-7827 * Washington: District 7-7346 
oc EANFRONT, 45th to 47th STREETS, MIAMI BEACH, FLORIDA 
} 
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Where the convention season never ends... 


"GA 


WHITE SULPHUR SPRINGS °> 


For complete information, address 
Charles L. Norvell, Director of Sales, 
The Greenbrier, White Sulphur Springs 
West Virginia, or inquire of reservation 
offices at: New York, 17 East 45th Street, 
MU 2-4300; Boston, 73 Tremont Street, 
LA 3-4497; Chicago, 77 West Washington 
Street, RA 6-0625; Washington, 

D. C., Investment Bldg., RE 7-2642. 


Combining the finest, most modern ac- 
commodations for business meetings with 
unexcelled sport and recreational facilities, 
The Greenbrier offers an outstanding loca- 
tion for your next convention. The Green- 
brier’s newly completed, air-conditioned 
West Wing provides meeting rooms for 
groups up to 1000 and includes such 
features as ... a brand new auditorium 
with a 42 foot stage . . . the latest P. A. 
systems and projection equipment... a 
theater with CinemaScope screen . . . and 
superb arrangements for banquets. Don’t 
overlook either, the marvelous sports and 
recreational facilities, the courteous serv- 
ice, comfortable guest rooms and wonder- 
ful dining that have made The Greenbrier 
world-renowned as America’s Informal 
Business Capitol. 


WEST VIRGINIA 


ss 


Your Product Tell Story 
Of America's Ingenuity? 


Office of International Trad 
Fairs, responsible for production oj 
U. S. Government official exhibits 
at major trade fairs throughout the 
world, constantly searches for new 
products and equipment which wil] 
help tell the story of America’s 
technological ingenuity. 

Each official exhibit is based 
upon a specific theme which often 
is related to a particular segment 
of industry. For example, the ex. 
hibit at Tokyo in May largely is 
devoted to electronic machines and 
devices. The Paris exhibit will fea. 
ture commercial and industrial ap. 
plications of nuclear power. Auto- 
mation and electronic controls will 
make up the Stockholm exhibit in 
September. 

To implement such U. S. Gov- 
ernment exhibits, OITF borrows 
from industry specific 
products and machinery. 


types of 


This is the procedure for offer- 
ing your item “on loan” for these 
official Government exhibits: 

Write OITF, describing the 
product or machine in detail, en- 
closing a brochure if available. If 
the item is appropriate to any up- 
coming exhibit, OITF will invite 
you to loan it to the Government 
for display at a specified fair. Ship- 
ping charges from dockside, New 
York City, and return are paid by 
OITF. 


Club Dog Show—International Dairy Show and Rodeo—The Chicago Home of the National Metal 
Exposition—International Heating and Air-Conditioning Exposition, Republican and Democratic 
National Conventions, National Packaging Exposition, Materials Handling Exposition, National 
Machine Too! Builders' Show, Road Builders Show and other leading Expositions, 
585,000 Sq. Ft. Exhibit Space Individual Halls 4,000 to 180,000 Sq. Ft. 
ARENA Seats 13,000 and is Air Conditioned Many Smaller Meeting Rooms 
New Public Address System Parking for 4,000 Cars 15 Minutes from Loop Hotels 
Adjoining Stock Yard Inn and the Saddle & Sirloin Club, 
also available for your meetings, conventions and banquets 


International Amphitheatre 42nd & Halsted, Chicago 9, Ill. 
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sq. ft. Estimated value of these pri- 
vate exhibits by American industrial 


firms is more than $250,000. 
Behind Iron Curtain 


Experience gained in the fall op- 
eration of our program has stood us 
in good stead for the coming spring 
schedule, when the U. S. will appear 
for the first time in a trade fair be- 
hind the Iron Curtain in Pozman, 
Poland, June 9-23. Other exhibits 
on the spring schedule: Milan (Ap- 
ril 12-27), and Paris (May 25-June 
10), both of which attract crowds in 
excess of four million people. This 
will mark our third successive ap 
pearance at these two fairs. We will 
also have an American pavilion 
Tokyo (May 5-19), Barcelona ( June 
1-20), and Casablanca. The End 
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~ Hit Takes 10,000 Letters and 
5,000 Calls to Make a Show 


It takes approximately one year of 
working and planning, more than 
10,000 letters, about 5,000 long-dis- 
tance calls and nearly as many local 
calls before one single buyer steps 
through the doors of a trade exhibit. 

This is the conservative estimate 
given by Jules Karel, a professional 
exh'bit manager. 

Karel, a veteran of many trade ex- 
hibits, thoroughly enjoys his specialty 
work, but he readily admits that he 
purchases aspirins by what seems the 

irload lot. 

Why do you start a show in the 
first place? 

According to Karel, a trade show is 
primarily organized to present to buy- 
ers the newest in merchandise and 
merchandising ideas. It also benefits 
the manufacturers in that at least once 
or twice a year the buyers collectively 

yme to them. 

“We are requested to run shows by 
many of our customers of other shows 
who deal in various phases of mer- 
handising,” he explains. “Ideas, and 
there are many of them, are sifted and 
rehashed at our regular board meet- 
ings. Those ideas which have merit 
are then pursued with considerable re- 
search. 

“Our public relations counsel is of 
invaluable assistance in doing this re- 
search because he constantly has to 
keep his fingers on the pulse of in- 
lustry. This is his bread and butter, 
so to speak,” 

In order to relate the step-by-step 
procedure of formulating a show, the 
forthcoming fourth “Superama,” su- 
per market non-food exhibit, which 
will be held in August in Los An- 
geles, was used as an example. 

In the case of this young and grow 
ng exhibit, Karel and his associates 
were approached by several exhibitors 
of their semi-annual Independent 
Housewares Exhibit. The latter felt 
that there was a prime need for an ex- 
hibit pointed specifically toward the 
supermarkets, At the first board 
meeting this idea was discussed in full 
ind it was unanimously agreed among 
the other officers, Lester Olshansky, 
president, and Ray Passis, secretary to 
lo the necessary research to provide 
the pros and cons of such a project. 
All this is necessary because of the 
time and money that has to be ex- 
pended before a show opens. 

It w as discovered, in this case, that 
this particular phase of supermarket 
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merchandising had grown into an in- 
dustry within an industry. They 
found that the supermarkets were ex- 
panding their non-food operation with 
such speed that they needed new 
sources, new promotion, and new 
ideas. 

Statistically speaking, non-food de- 
partments in 1954 did an annual 
business of $2.5 billion, and in 1955, 
the net for non-food departments 
jumped to $4.5 billion. For 1956, 
when all figures are in, it is estimated 
that the non-food sections of super- 
markets will have done in excess of 
$6 billion. This is an increase of 
almost 300% in only three years. 

“Naturally, we didn’t know what 
the figures for 1955 and 1956 would 
be at the time,” Karel points out. 
“But with that figure of $2.5 bil- 
lion staring at us, we proceeded to 
lay plans for a show. New York 
City was selected because it is the 
heart of the manufacturing indus- 
try and we wanted to make it as 
simple as possible for exhibitors. Our 
contacts suggested at that time that 
a Fall date would be best and we 
therefore settled on a date in Septem- 
ber.” 

No sooner had the first news items 
been printed, than Karel was be- 
sieged with inquiries. The adver- 
tising agency, meanwhile began to 
submit schedules and layouts for ap- 
proval, and the three executives pro- 
ceeded to interview convention sup- 
pliers and exhibit decorators to se- 
lect the company that could do the 
best job for their participants. Color 
schemes were discussed, floor layouts 
were drawn up, booth sizes were 
agreed upon, and a pricing formula 
was set up. In addition, drayage 
and warehouse firms were called in 
to handle exhibit materials and to 
deliver same to the exhibit booth. 

Labor unions were contacted to 
supply the necessary manpower to 
maintain a schedule which had to be 
precise to the minute. Delay is cost- 
ly, and to each exhibitor his ex- 
hibit is the most important. “This 
is kept uppermost in mind at all 
times,” says Karel. 

A brochure was prepared with the 
assistance of the advertising agency, 
public relations counsel and the 
printer. Weeks of work went into 
this project because it was the actual 
door opener and an introduction to 
an exhibit and its management. When 
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With The 
Jamestown Festival 
So nearby 


The Cavalier 
is the 195/ 


Convention 
Choice 


Write our Convention Director for 
Convention Brochure—information on 
the Jamestown Festival The Cavalier's 
Jamestown Tours for Convention 
Guests—Dates Open in 1957. 


VIRGINIA BEACH, VA. 
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Eagles Mere 


... for informal yet produc- 
tive meetings of groups up 
to 400. Secluded, yet easy to 
reach, this famous resort 
nestles 2200 feet high in the 
Allegheny mountains over- 
looking the Lake of the Ea- 
gles in all its scenic splendor. 
Excellent accommodations, 
18 hole golf course, a full 
program of outdoor fun, gay 
gatherings in cocktail lounge 
plus superb meals make ev- 
ery day a success. 


Write today for descriptive 
literature and information. . . 
Henry E. Kirk, Jr., Manager 


THE 


LaKeside 


EAGLES MERE, PENNA. 
Season—June to September 
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You'll GET MORE DONE on 
your conventions and sales meetings 
in Nassau . . . because you HAVE 
MORE FUN and relaxation during 
the hours in-between! Every sport 
under the sun . . . shopping and 
sightseeing for the whole family! 
Nassau is near by plane and ship 

. . and no passports are needed 
for American or Canadian citizens! 


For Complete Information: 


NASSAU, BAHAMAS, Development Board 


NEW YORK: 308 British Empire Bldg. 


DALLAS: Adolphus Hotel Arcade TORONTO: 407 Victory Bldg. 


MIAMI: 1633-34 duPont Bldg. CHICAGO: 1210 Palmolive Bldg. 


It’s smart to meet in 


Get Your Message 
To Any Size Audience... 


with this POWER-PACKED “PACKAGE” 


torium 
details on this av) 


jy slidetil 


-57 
poration ept. SME 


DuKane corporation ‘Minois 


NAME 
ADDRESS 
CITY 


FRM 


HI-POWER 
auditorium 


SOUND 
UNIT 


UKANE 


the proven name in 
audio-visual devices. 
Since 1922 


these were completed, th 
mediately mailed out, u 

fully prepared list. It had 
oughly screened in ord: 
waste in costly printing n 
in turn would have to be 

the exhibitor. 


Two Separate Roads 


It is at this point that two w. 
arate-but-united roads are taken, 

Carefully-planned publicity emay, 
ates from the public relations coyp. 
sel, taking in all phases of consume: 
and trade publications. Nation;| 
Super Market Non-Food Exhibi: « 
a major challenge because of the ver 
nature of its end result—to exhib; 
those non-food items which wou); 
appeal to the shopper. 

Products range from clothes pins 
to bicycles, jewelry to radio tube 
testers, and comic books to packaged 
underwear. All trade books in these 
fields have to be covered with news 
stories and feature stories pointing 
out the advantage of this show. In 
addition, national stories have to be 
planned and written in order to fur- 
ther whet the appetite of the con 
sumer and to lend further plus-pro- 
motion to the manufacturer. 


Seek Trade Cooperation 


Further planning calls for con- 
tacting various trade organizations t 
seek their cooperation. Buying or- 
ganizations, large chains and major 
independent operators are contacted 
in order to form an advisory commit: 
tee. Forums and clinics are set up 
with the assistance of this advison 
committee and a general chairman 's 
selected. 

“We also have to contact the cor 
vention bureau to reserve sufficient 
rooms to accommodate the thousands 
of buyers who will converge on the 
city during the show,” says Karel 
“This is very important, as a dis 
gruntled buyer is not a happy buyer 
Entertainment is arranged for wives 
and a pre-convention dinner is host 
ed. A headquarters hotel is set 
which acts as a general office for ex 
hibit management, advisory commit 
tee and public relations counsel. Add 
to these details the important facto 
of obtaining both public liability and 
fire insurance, too.” 

Jules Karel takes these things 10 
stride, though, because of his unex: 
citable make-up and the fact that he 
has learned by doing. To Karel, the 
most important factor in running 4 
show is the calendar, and tow: 


end every single matter is p uF 
The En 
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ow to Get the Most 
Aut of Hotel Service 


Big secret’ to get hotel personnel to put out extra service 


for your company meeting: Know exactly what you want 


nd when you want it; list all needs and send a copy to hotel 


early; 


send advance registration for room assignment. 


BY FREDERICK E. BIEBER 


Convention Manager, Fuller Brush Company 


Relationship between the . conven- 
tion manager of a company and hotel 
nanagement is an important factor in 
assuring the smooth functioning of a 
ales meeting. This relationship ap- 
proaches the status of a partnership 
wherein, through joint efforts, many 
etails related to the convention are 
completely covered. 

\lany times the company repre- 
sentative expects too much of hotel 

nagement and personnel. Unless 
thoroughly explicit instryctions are 
sued, no convention manager can ex- 
pect hotel personnel to perform at 
peak efficiency. Indecisiveness and 
igueness on the part of the company 
man can only lead to confusion in the 
minds of hotel personnel. 

convention manager, who 
knows exactly what his company re- 
quires, can do’ much to simplify the 
hotel's role in catering to the com- 
pany's needs. The more efficient and 
smooth performance made possible by 

ose cooperation also will have a 
salutary effect on company employes 

attendance. 

lo achieve the type of teamwork 

cooperation required, complete 
ttention should be given to several 


salient factors. They are as follows: 


_ Housing, meeting requirements: 
seeking availabilities and Jater, in 
ihirming reservations, exact housing 
\l meeting requirements should be 
\ mere request for rooms for 

1 with no specific facility re- 
indication of arrivals and 

es makes the hotel’s task 
ficult. For a prompter, more 
reply, specify the number of 
juired and whether the bed- 

- to be occupied singly or as 
umber of double and single 
imber and size of the meet- 


ing rooms and exact dates and times 
they will be occupied. In many cases, 
exact times of arrivals and departures 
can be furnished weeks in advance. 


Rooming instructions: All hotels 
welcome advance information con- 
cerning room assignments. In the op- 
eration of our company’s meetings, 
hotel management is furnished with: 
(1) a so-called preferential treat- 
ment list which specifies the type of 
accommodations to be supplied to key 
executives, managers and others, (2) 
a room-pairing list which assigns oc 
cupants of double rooms and (3) 
most important tool of all, an alpha- 
betical listing of all registrants. 

By utilizing such lists in advance, 
the hotel’s reservation department is 
able to assign definite room numbers 
to registrants and enter these num- 
bers on the alphabetical roster. ‘Then, 
by pre-registration, arrivals are quick- 
ly escorted to rooms and the all too 
familiar lobby queue is avoided. 

Incidentally, corrections to such 
lists should be furnished to the hotel 
as soon as possible. A simple wire 
“Cancel John Jones, insert ‘Thomas 
Brown” will suffice. 


Meeting rooms setup: Although 
detailed information concerning the 
setup of meeting rooms can be sup- 
plied the day prior to the meeting, 
it is sometimes advisable to furnish 
this information well in advance. 
This is particularly helpful if rooms 
must be prepared over a weekend or 
during a period when the hotel is ac- 
commodating several other meetings. 

To assist the head houseman and 
his staff, this material may take the 
form of a diagram or drawing. De- 
tails such as size of the speakers’ 
table, number of individuals who will 
be seated at it, type of lectern and 


Are your conventions 
in a domestic rut? 


It takes no more time 
or money to have an 
overseas convention 
OF O2P.0 A 


for full information write: 
Pan American, P.O. Box 1790, 
New York 17, N. Y. 


PAN AMERICAN 
World's Most 
Experienced Airline 


Seb ceebebeeteeebebeeceeh beet debt 
New Hampshire's 


Most Distinguished 


Convention Hotel 


Sunset Hill House 


Sugar Hille New Hampshire 


Looking for something new? Sunset's 1,000 
acre estate in the center of the White 
Mountains is your answer to a perfect meet- 
ing place. 


Check These Features 
@ Free golf—9 hole sporty course 
@ Five meeting rooms 
@ Cocktail Lounge, Delicious Food 
@ Capacity 350 
@ Cheerful friendly hospitality 
@ Convenient transportation 


Season—June, September and October 
WRITE today for complete convention folder. 
Warren R. Swift, President 
Sunset Hill House Sugar Hill, N. H. 
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BUSINESS 
IS A 
PLEASURE 


... at the Berkeley where 
everything is geared to 
make your sales meeting 
a big success. 


The Berkeley—within easy 
traveling distance from New York 
and Philadelphia—offers facilities 
for meetings of 6 or conventions 

of 600 in an atmosphere conducive 
to concentration. Many social 
activities for after-business fun. 
All dining and meeting rooms and 
many bedrooms air-conditioned. 
For full information, write or phone 
Mr. C. Conrad Stuart, Sales Manager— 


PRospect 5-5000 or WOrth 2-4018 
in New York 


MOTEL 


BERKELEY- CARTERET 


ON THE OCEAN AT ASBURY PARK, 
Only one hour from New York 


STANLEY RESORT 


ESTES PARK, COLORADO 
CONVENTION FACILITIES 


Casino Auditorium: 42 x 66 plus balcony and 
theatrical stage, 15 x 24. Seats 500. 


Maxwell Room: 


65 x 80. Banquet and dining 
facilities for 450. 


PA system, stage, service bar. 


OTHER SPECIAL ROOMS INCLUDE 


Music Room: 40 x 40. Seats 1/40. 

Pinon Room: 40 x 27. Seats 140. 
Roundup Room: !7 x 40. Seats 100 
Manor West Lounge: 32 x 32. Seats 1/40. 
Manor East Lounge: 32 x 32. Seats |40. 
Ranch Room: 32 x 25. Seats 100. 


“Extras” Included in American Plan 


Square dancing . . . chuck wagon dinners . . . 

ladies luncheons . . . pool . swimming . . . 

nightly entertainment and dancing . . . admis- 

sion to world famous Lariat Lounge . . . croquet 
. . horseshoes . . . putting . . . tennis . 

children’s playground with supervision . . . ping 

pong ... billiards .. . bingo .. . card games 
. fashion shows. 


Horseback riding, tours of National Park, golf, 
boating and fishing available at reasonable rates. 


Estes Park ‘Phone 23 
Chicago ‘Phone MOhawk 4-5100 
Teletype No. CG-1264 


18” RAISED PLATFORM 


SET TABLE FOR3B. 
EQUIP WITH TABLE 
LEC TERN @¢ MICROPHONE 


ONE (6x8 OWCLOTH 
BANNER HUNG HERE 


| \ 
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©' TABLE | Ip 
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THIS TABLE | LY 
ON 8" PLATFORM 
SET FOR 7 FACING, 


AUDIENCE . Piovine 


18" oR 24° wide 00000000 
TAGLES. SET 


FOR 200. 


QO0000000 
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3 MICROPHONES 
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TRAYS 4 WATER 
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Date JAN. ‘T- 1951 Times) JAM- 5PM prrendance 


Hotel SHOREHAM 


THE FULLER BRUSH COMPANY 
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Room WEST BAUROOoN 


Set-up Details: 
SCHOOL 


Public Address: 


ROOM STYLE As 


INDICATE D, 


ONE Mic ROCHONE On LCE CTERN. 


THREE 


Lighting: PRoVIVE 


MIKES ON TABLE. 
CON TINUGS MonirToR, 


REGULAR HouSE UCHTS Pivs Z S@OTS, 


TYPICAL ROOM PLAN sent to hotel in advance of meeting. 


public address facilities required, as 
well as specifications covering the seat- 
ing arrangement for the registrants, 
should be included. Of course, dates 
and hours of use should be shown. 

These setup diagrams may be indi- 
vidually prepared from floor plans for 
each hotel or drawn on a standard 
printed layout form. 


Running on schedule: The hotel, as 
well as registrants, appreciates a con- 
vention which adheres to a definite 
schedule. This is particularly impor- 
tant in respect to food functions where 
delays of only 20 or 30 minutes can 
mean the difference between a de- 
licious dinner or an overcooked meal. 

Problem of keeping on time can 
be simplified by enlisting the aid of 
the captain in charge of the function. 
It takes only a few minutes for an 
individual to circulate among regis- 
trants during a reception to announce 
that dinner will be served in 10 
minutes. Five minutes later, another 
such reminder, slightly more persua- 
sive, will accomplish the objective. 

Breaks between business sessions are 
necessary. However, they will not dis- 
rupt a schedule if they are limited to 
10 minutes or less. Longer breaks 


permit a greater dispersion of those 
in attendance with a consequent los 
of time in resuming the sessions. 


Working with hotel personnel: 
Many hotels assign a member of 
their sales staff to assist the conven- 
tion manager during the course of the 
meeting. To an extent, this indi- 
vidual is usually immediately avail- 
able to arrange for changes or fur- 
nish special services or facilities. 

However, it behooves the conven- 
tion manager to become personally 
acquainted with the head houseman, 
sound system operator, chief elec- 
trician and head carpenter and to ¢- 
tablish a means of contacting them in 
the absence of the sales representative. 

The hotel accounting department 
and chief cashier should be informed 
of the financial arrangements appli- 
cable to the meeting. In most cases 
the departing registrants merely sign 
their individual room accounts which 
are later forwarded to their company 
for payment. . 

There are several other items 
which contribute to better sales meet: 
ings. One of these is the preparation 
of registration data in advance. The 
printed program, badge with name 
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Travel 


written and a mimeo- 
of “rules” may be pre- 
ance and enclosed in in- 
iddressed 6” x 9 enve- 


instances it may be ex- 
furnish each registrant 
of the hotel floor plan 
with notations to indi- 
, various meeting 
oms. This is particularly helpful 
ere registrants are required to at- 
bend “work shop sessions” at differ- 
at times. 

Absenteeism, because of the neces- 
y of arranging for return travel, 
can be curtailed with the cooperation 
»{ airline and railroad representatives. 
A travel desk adjacent to the meeting 
rom will enable registrants to make 
sich arrangements without the neces- 


ith a co} 
yerprinte } 
te locations of 


sity of leaving the hotel. 

Finally, it is always a gracious 
gesture to be certain the housing ac- 
commodations arranged for company 
executives and special guests are ready 
for occupancy. Pre-registration of 
these. individuals and 
their accommodations to adjust light- 


ing, heat and ventilation will assure | 


their receiving an initial, favorable 
impression. Hotel management, in 
many cases, will add another wel- 
coming touch in the form of fruit, 
flowers or refreshments placed in the 
rooms before occupancy. 


By working in concert with hotel | 


management the convention manager 
can accomplish his prime objective, a 
smoothly conducted, successful and 


enjoyable sales meeting with minimum | 


effort. The End 


Universal Credit 


\lany credit cards that bulge your 
wallet now can be discarded for a 
new multi-use traveler’s credit card. 
Universal Travelcard, now available, 
is a credit card that is honored in 
4400 hotels for cashing checks and 
charging all hotel services. 

Owned by American Hotel Founda- 
tion, subsidiary of American Hotel 
Assn., Travelceard enables holders to 
establish credit in all AHA hotels, 
Restaurants of American Restaurant 
Assn., plus Hertz Drive-It-Yourself, 
Avis Car Rental and National Car 
Rental Service. 

Subscriber establishes credit with 
American Hotel Credit Corp., opera- 
tor of the plan, and pays an annual 
membership fee of $5. Card holder 
may sign for rooms, meals or other 
hotel services after showing his 
Travelcard. He need not be a regis- 


Card Available 


tered guest at the hotel. 
of 30 days, the hotel sends him a bill. 
If payment is not made in 30 days, 
another bill is sent out. After 60 days 
the hotel sends the bill to AHCC, 
who will reimburse the hotel for full 
amount of the uncollected bill. 


AHCC also guarantees personal | 
checks of Travelcard holders up to | 


$500. Company will make good on 
any check returned to the hotel for 
any reason. 

There is no discount charged to the 
hotel, says AHCC. Annual fee of $5 


covers entire cost of the service. 


Travelcard does not replace credit | 


cards issued by individual hotels or 
chains. “Many hotel card issuers 
firmly back the AHA Travelcard, but 
still use their own cards for their own 
promotional interests,’ says 


spokesman. The End 


Nobody, but nobody, ever 
passes up the chance to attend 


a convention or group gathering in 


the one—the only— 


Write: 
CONVENTION BUREAU 
320 N.E. 5th St. 
Miami, Florida 


SMM AY 1957 


the glamorous 
more-of-everything Miami. 


inspection of | 


At the end | 
| PAN AMERCCAN 


AHA | 


4 
Are your conventions 
"at home" putting a 
damper on your salesmen? 


oeo © & & & ©& o 


It takes no more time 
or money to have an 
overseas convention 
by air. ce ——_ageeeeee 


for full information write: 
Pan Americon, P.O. Box 1790, 
New York 17, N. Y. 


World's Most 
Experienced Airline 


No Competition 
For Attention 


And everything to insure a per- 
fect meeting on our 3500 acre 
estate atop the Poconos. Groups 
of 300 will find attractive meeting 
rooms, comfortable accommoda- 
tions, superb bar and banquet 
service. All winter and summer 
sports. Only 100 miles from New 
York or Philadelphia. 


Prospect 1-7827 


POCONO MANOR 


POCONO MANOR, 


JOHN M CRANDALL, General Manager 


at p new fully air-conditioned 
Toffenetti Hotel in St. Petersburg 


Planning a convention or sales meeting for a 
group Tom 10 to 150? You'll find that the 


serving groups of this size with personalized 
attention: 

* Modern meeting-banquet room accom- 
modating up to 150. . . with facilities for 
exhibits 

Beautiful restaurant serving world-famous 
Toffenetti food .. . can accommodate up 
to 300 for special banquets 

Smartly furnished guest rooms 

* Free parking 


Cocktail lounge 
Perfect location in the heart of St. 
Petersburg, near all sports and sight- 
seeing attractions 


James McManemon, Managing Director 


THE NEW 


AIR-CONDITIONED © 


Taffonetts.. 


mest AVE. AT SECOND ST, NORTH 
. PETERSBURG, FLORIDA 


“an same hospitality as at our world-famous 
Toffenetti Restaurants in New and Chicago 


new Toffenetti Hotel has ideal facilities for % 


Open all year round. For information write ; 


ABOVE ALL... 


FINEST IN 
CONVENTION 
& MEETING FACILITIES 


Meeting Rooms accommodate 50 to 
200; Exhibition Hall 500; Dining 
Room seats 150 comfortably. All 
buildings are centrally heated and 
sprinklered and P.A. systems are 
located throughout the areas. 
Situated on 100 acres of scenic 
playground, overlooking beautiful 
Lac des Sables. All seasonal sports 
including outdoor Pool & 9 hole 
golf course. Music & Dancing 
nightly in our own Night Club. 
Superb Meals. 
TOP LAURENTIAN 
YEAR ‘ROUND RESORT 


60 mi. north of Montreal 


nl ey UY, 
AROR HOUS E 


gre. AGATHE des > Gasbes ia, Can. 
Y. Office: 155 E. U 9.3330 
For Information * Mvailabte Dates 
write or cull for Folder ““P”’ 


|'which to carry 


World Trade Fair Poses 
Same Old Questions 


Recent international trade fair in New York City offers, 
attractive view of the world's consumer goods. Questicy, 
should be answered soon on how valuable this horizon, 
show is to foreign producers as route to American market 


Products of some 3,000 foreign 
companies were tastefully displayed 
at United States World Trade Fair 
in the New York Coliseum last 
month. 

After two days, show management 
claimed attendance by 30,000 “buy- 
ers’ (individuals who could show 
company afhliation upon registering). 

This trade fair follows many 
dreams to establish a big international 
fair in the Northern Hemisphere. 
Canada’s fair bowed out when the 
government sponsored fair found 
deficits of operation growing while 
Canadian business interests preferred 
concentration on exports rather than 
imports. 

First international fair in United 
States, in Chicago, 1950, failed to 
build a strong management with 
a huge show and 
never could muster support for a sec- 


| ond try. 


‘Same Questions 


Some of the same question marks 


'that have been established for past 


efforts at an international fair are 


SALES MEETINGS 
po See 


. . well you said the Coliseum . . . 


raised by the current fair, plannej 
as an annual. The questions: 

Can a horizontal fair do as mud 
for a foreign manufacturer as a vers. 
cal trade show? 

Are returns in business sufficient! th 
high to pay the costs of bringing » 
hibits from around the world? 

Will foreign governments continu 
to put out hard dollars for this « 
hibiting opportunity ? 

Will volume buyers utilize this {2i; 
as a market place? 

Does the fair attract buyers ; 
sufficient numbers from all parts 0 
this country? 

Can foreign companies efficient) 
follow up show contacts to make 
their exhibits pay off? 


Answers Soon 


It should not take too long to ge 
answers to many of these questions 
Certainly, this well-organized show 
is an ideal test of the international 
fair as a medium for selling foreign 
products in the American market. 

Reaction of exhibitors after tw 
days of the two-week show wa 
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t government exhibit rep- 
were pleased with initial 
me exhibitors, American 
yreign lines, indicated a 
.r vertical shows where 
tion of their buyers are 


ires for individual coun- 
it available, but observa- 
he four floors of exhibits in- 
that Japan and France seemed 


cated 


jominate. Japan, for instance, 

.4 to offer goods in almost all 

nes from fabrics to ex- 

osive cameras. France promoted it 
stile lines heavily. 


etail Selling 


Because of customs regulations, 
me confusion was experienced. Some 
xhibits sold at retail products that 
ere not brought into this country 
nder bond. Other exhibitors, who 

1 not know retail selling was to 
ake place, were slightly disturbed. 

Public attendance was not appre- 
jated by some exhibitors while others 
ere happy to sell their products over 
he counter. This retail selling activ- 
y was particularly heavy in the food 
ines. 

Some buyers were chagrined that 
ey could not buy at wholesale prod- 
bcts that were not “‘in their line.” A 
extile buyer who saw some kitchen 
uipment he might like for his wife 
yas disturbed because he could not 
et the kitchen equipment at whole- 
ale prices although he had a “buy- 
rs” badge. 

Government exhibits on the first 
oor were handsome. Particularly 
ell executed were the exhibits of 
reland and Canada. All participating 
ountries invested substantially to 
how their countries’ wares to good 
dvantage. Literature distributed by 
fovernment representatives generally 
was expensive and well prepared. 
xermany offered a hard-bound buy- 
rs guide while countries such as 
Indonesia had several handouts that 
ere informative and attractive. In- 
tonesia utilized an inquiry postal card 
hich was effective. 


ye Catchers 


Many of the most distant countries 
ave an excellent grasp of American 
m narketi ng to judge by their exhibit 
Horts. Their product displays were 
“¢ to catch the eye of buyers. 
teresting sidelight was the 

show visitors in products 

le but part of government 
Visitors tried in vain to buy 


decorative glassware from a Scandi- 
navian booth and a rug from a Span- 
ish booth, both products part of the 
display decor rather than for sale. 

At least one country, Brazil, used 
the fair to test consumer acceptance 
of a new product. Brazil offered free 
samples of matte, a Brazilian tea 
which it hopes might become popular 
here. 


Czech Turns Clam 


Czechoslovakia, according to an 
initially talkative representative, was 
doing well at the fair. ““Good buyers 
and good sales” were enjoyed the first 
two days. The representative looked 
carefully to right and left when he 
discovered it was a reporter to whom 
he was giving this information and 
turned clam. He beat a hasty retreat 
less he say the wrong thing — for 
which dire consequences may await 
him back home. 

A new synthetic fabric from India 
gained a good bit of attention, accord- 
ing to an Indian booth attendant. 
Both India and Republic of China 
reported good results from their ex- 
hibit efforts. 

An exhibit of cutlery from Shef- 
field, England, prompted many in- 
quiries. “Of course, we don’t expect 
this show to pay us back immediate- 
ly,” says the booth attendant. “This 
is more on the order of institutional 
exhibiting. We take courtesy orders 
to be filled by our distributors.” 

An American distributor of Israeli 
jewelry viewed his exhibit results 
with something less than enthusiasm 
although the Israeli government ex- 
hibit had a high traffic. “We could 
have done much better in a jewelry 
or gift show,” says the distributor 
after the first two days at the show. 
“We're not interested in the public. 
They buy only a few trinkets.” 

French textile industry utilized a 
vast exhibit area. “The show is 
okay,” says a French exhibitor. ‘““We 
don’t sell but handle inquiries. The 
public asks questions and then tip 
toes out when we talk about price. 
We have only quality merchandise.” 

Value of public attendance at an 
international fair is to create a de- 
mand for foreign goods and to test 
American preferences for products on 
display. Wise exhibitors watched 
public reaction carefully as a barome- 
ter of sales appeal for particular 
items. For what value it may be, 
food items seemed to appeal most to 
the public if crowds are an indication 
of interest. One booth selling im- 
ported dehydrated soups was mobbed. 

The End 


ONE OF AMERICA’S 
FINEST | HOTELS 


<A 
- 


A $2,000,000 RESORT 
FAMOUS FOR CONVENTIONS 


IN MAY, JUNE AND SEPTEMBER 


” GUEST ROOMS AIR-CONDITIONED 
ALSO NEW OLYMPIC SIZE SWIMMING 
POOL ON FRONT LAWN 


Magnificent Music Hall and theatre, seat- 
ing 900...sand beach and boardwalk. . 
our own 18 hole championship golf course 
called “One of the best in the country’, 
by the N.Y. Times...4 splendid clay 
tennis courts...all out-door sports. 
wonderful fishing, motor boating and 500- 
passenger sightseeing steamboats leaving 
from our own dock...45 minutes to 
Saratoga. 


One hour from LaGuardia Field by Eastern 
Airlines... less than 5 hours from Grand 
Central ...wonderful auto trip on the 
new thruway. 


SAGAMORE 


ON 32-MILE LAKE GEORGE 


(Queen of America's Fresh Water Lakes) 


BOLTON LANDING, N. Y. 


NEW YORK CITY OFFICE — 1481 Broadway 
Wisconsin 7-3700 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 


MODERN AS TOMORROW 
TO SERVE YOU 
TODAY 


Seventesn meeting rooms — cli- 
maxed by Trimble Halli—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 

400 spacious rooms, each with tub 
and shower, fresh and sea water 
—splendid meals—health baths— 
music for dancing twice daily. 


GEORGE 8B. BRUNI 
Vice President & General Manager 


ADA TAYLOR 
Director of Sales 
STANLEY B. CAMPBELL 
Sales Manager 
Telephone Atiantic City 6-127! 


SOAS! ' S FINEST 


Staffed To Serve 
Any Type Meeting 


A tuxurlous resort hotel overlooking the Guif 
specializing In conventions . . . finest air-condi- 
Honed meeting and banquet room in the South, 
seating 1500 experienced staff trained te 
handle @ “package convention" for you . . . con- 
veniently located between New Orleans and 
Mobile. Write us for more detailed information. 


JIMMIE LOVE Genera! Manager 


BILOXI, MISSISSIPPI 
Overlooking the Gulf of Mexico 


The New Air-conditioned 


General 
Oglethorpe 


HOTEL GOLFCLUB COTTAGES 


The new ownership of this fine 
resort has redecorated the entire 
hotel .. . and two-thirds of all 
guest rooms have been air-condi- 
Air-conditioned ballrooms 


18-hole golf 


course on our own grounds, giant 


tioned. 
& meeting rooms! 
outdoor pool, fishing. 
dancing. Attractive con- 
vention rates. Write for color 
brochure and information 


LOYD BUMPAS 
General Manager 


boating, 
tennis, 
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Agency: Advertising Trade Service, Inc. 
Dinkler Hctels . 
Agency: Koehl, Landis” & Landan 
Cipiey & Exhibit Specialties Co, 
Agency: Clark & Bobertz, Inc. 
Howard F. Dugan, Inc, 
DuKane Corp. ; 
Agency: John Mar shall Ziv Co. 
Eastern Airlines 
yency etcher 


32A, B 


D. Richard 


Eden Roc Hotel (Miami Beach) 
Agency: Harris & Whitebrook, [nc 
Edgewater Gulf Hotel (Edgewater Gui 
Miss.) 
Agency: Harry Atkinson, Inc, 
Edwards Hotel (Jackson, Miss.) 
Agency: Godwin Advertising Ag 
El Panama Hotel (Panama) . iis 
Agency: Leonard Wolf & Associ 
Emerald Beach Hotel  Sarare 
Agency: The Jordan 
Empress Hotel (Miami Beach) 
Agency: Roland-Bodee & Flint Advertici. 
Equinox House (Manchester, Vt.) 
Agency: Herbert W. Frank Advertising 
Fields Management Co. 
— Delehanty, Kurnit & Geller Adver 
tising Corp. 
Alan M. Fishburn Products .... 
Agency: M. M. Fisher Associates 
State of Florida 
Agency: George Evans Co., Advertising 
Fontainebleau Hotel (Miami Beach) . 
Agency: Newman, Stern & Mandel! 
Hotel Fort Sumter (Charleston, $. C.) . 
Agency: Advertising Service Agency 
Galveston (Texas) : 
Agency: Alert Advertising Agency 
Gardner Displays 
Agency: Vic Maitland & Associates, inc, 
General Exhibits & Displays 
Agency: Perrin-Paus Company 


= ee Oglethorpe Hote! (Sevenseh, 


Agency: Harry Atkinson, Inc. 
Georgian Bay Line 
Agency: olfe-Jickling-Conkey, 
The Golden Gate Hotel (Miami Beach) . 
Agency: Roland-Bodee & Flint Adverting 
Grand Bahama Club (Grand Bahama) . 
Agency: Grant Advertising, Inc. 
bs Greenbrier (White Sulphur Springs 
Va. 


Agency: Needham & Grohmann, Inc, 
Grossinger's (Grossinger, N. Y.) ........ 
Agency: Blackstone Advertising, Inc, 


Gulf Hills Dude Ranch (Ocean Springs, Miss.) & 


Agency: J. H. Lewis Advertising Agency 
Jam Handy Organization .. 

Agency: Campbell Ewald Co. 
Happiness Tours . - 

Agency: Engel Advertisi ng, “Ine. 

High Point Inn (Mount Pocono, Pa.) 

Agency: Koehl, Landis & Landan, Inc. 
Hilton Hotel Corp, a 

Agency: Needham & Grohmann. “ine. 
Hollywood Beach Hotel (Hollywood, Fila.) 

Agency: Harris & Whitebrook, Inc. 
Hollywood Beach (Hollywood Beach, Fla.) 

Agency: Olian & Bronner, Inc. 

The Homestead (Hot Springs, Va.) 

Agency: Edward Howard 
Hotel Corp. of America ........ 

Agency: Hilton & Riggio, Inc. 

Henry Hudson Hotel (New York — 

Agency: Knickerbocker Advertising 
The Inn (Buck Hill Falls, Pa.) . 

Agency: Needham & rohmann, Inc 
International Amphitheatre (Chicago) 
Ivel Corporation ............ 

Agency: The Wexton Comp any 
Jack Bilt Corporation 
Jack Tar Hotels . 

Agency: Griffin Advertising 
Jefferson Hotel (Atlantic City) 

Jung Hotel (New Orleans) ‘ 

Agency: Alert Advertising Agency 
Kahler Hotel (Rochester, Miss.) ...... 
Kansas City Auditorium (Kansas City, Mo.) 

Agency: Walter L. Johnson, Associates 
Kansas City Stadium (Kansas City, Mo.). 

Agency: Walter L. Johnson, Assoc ates 
Key Biscayne Hotel & Villas (Miami) 

Agency: Bishopric/Green/Fieiden, ! 


King's Gateway Hotel (Land O'Lakes, Wis.) 4 


Agency: Harry Atkinson, Inc. 
Lake Placid Area (New York) 
The Lakeside (Eagles Mere, Pa.) . 
Agency: Arndt, Preston, Chapin, Keen 
Lam 
Howard Lanin Management 
LaSalle Hotel (Chicago) 
Agency: Ross Llewellyn, > 
Las Vegas Convention Bureau ...... 
Manoir Richelieu (Murray Bay, Que.) 
Agency: Weldell P. Colton Co. . 
Manor House (Ste. Agathe des Monts. Que.) | 
Agency: Cabridge Advertising, Inc. , 
Manpower, Inc. 
Agency: Fromstein & ‘Levy “Advert 
Agency 
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Atkinson, 


ant — (Maat. Tremblant, 


eston, Chapin, Lamb 


sntauk Manor (Montauk Manor, 5 ee 
Anency: E ker Advertising 
Washington Hotel (Bretton Woods, 
N. H.) . 
atonal Air aS 

A ncy A 

sonal Guard Armory 
won A ciates Advertising 
Washington Hotel (Seattle, Wash.) 


oY " Coli 
Bi ted "Pu blic Relations 
werk Trade Show Corp. 
Age * Landis & Landan, 
th American Van Lines .... . 
ency f jate Advertising 
orthernaire (The ee Lakes, _ 
Towell, 


cy 


3rd Cover 


ortheast Air! ines, Inc. aan 
rs & Wiswell, 

athwest Ori ent “Airlines, Inc. 

A bell-Mithun, 

ympic “Hotel (Seeite : 

Agency: Howard J. Ryan & Son Advertising 
aim Beach Biltmore (Palm Beach, Fla.) 
Carthy Advertising 


Agency: ay 


an a American World Airways, Inc. 91, 97, 105, 107 
y: J 


Walter Thompson Co. 
arisian Novelty Co. oe 
Agency: Robert Peterson Advertising Agency 
eninsular & Occidental Steamship Co...... 
Agency: Bishopric/Green/Fielden, Inc. 
enn Harris Hotel (Harrisburg) 
ihoenix Chamber of Commerce 
ck Hotels Corp 
locono Manor Inn (Pocono Manor, Pa.) 
Agency: Arndt, Preston, Chapin, Lamb 
& Keen, Inc. 
tel President (Kansas City, Mo.) 
cy: Potts-Woodbury, Inc. 

ailway Express Agency 
Agency: Benton Bowles, Inc, 
CS Studios ee 
chardson Mineral “Springs (Richardson 
Springs, Calif.) . 
Agency: Swafford & Company 
chmend Hotels, _ ar 

Dumbrower Advertising 
oney_ dong Hotel. (Miami Beach) 

: Roland-Bodee & Flint "ac. 


Seabreeze and Ambassador Hotels 
(Palm Beach, Fila.) 
Agency: Power Advertising Associate 
Senne Hote! (Rochester, N. Y.) 
Agency: W. W. O'Brien Advertising 
Seville Hotel (Miami ye 
Agency: Rosen/Goeld Advertising 
Sheiburne Hotel (Atlantic City) 
Agency: Doriand Adv 3 
Sheraton Corp. ‘of penning 
Agency: Batten, Barton, Durstine & 
Osborn, Inc. 
Sheraton- Gibson Hotel ate, 
Agenc Associated Advert 
Hotel Sherman (Chicago) 
Agency: Ellington & C 
The “Shecshens (Washington, Dd. C.) 
Agency: Fairfax, In 
Skirvin Hotels (Oklahoma —. 
Agency: J. Stewart Be sing 
Skyline Inn (Mt. Pocono, Soy 
Skytop Club (Skytop, Pa.) 
Age Koehl, Landis & Landan 
Senter “Hotel (Estes Park, Cole.) 
Agency: Irving J. Re c A 
State Fair of tons (Dallas) 
Agency: W. W, Sher . 
Structural Display Co., Sins 
Agency: Shaw A stes, Advert 
Sun Valley (idaho) 5 
Agency: The Caples Company 
Sunset Hill House anced Hill, oe H.) 
Agency Weston Asso " 
Swanks, Inc. 
Agency: Padco Advertising 
Toffenetti Hotel (St. Petersburg) 
Agency: Fairfax, Inc 
Trans Canada Airlines 
Agency: McCann-Erickson, Inc 
Trans World Airlines, Inc. 
Agency: Foote, Cone & Beld 
United Airlines, Inc. 
Agency: N. W. Ayer & Son 
United Van Lines 
Agency: Kelly, Zahrndt & Kelly, In 
U. S. Hotel Thayer (West Point, N. Y.) 
Agency: Needham & Grohmann, Ir 
Hotel Utah —e Lake City) 
Agency: Harris & Montague, In 
Virgin Isle Hotel (Virgin Isle) 
Agency: Koehl, Landis & Landan, Inc 
Western Air Lines, Inc. 
Agency: Cole & Weber Advert 
Western Hotels ; 
Agency: Cole & Weber Advert 
Westward Ho Hotel (Phoenix) 
Agency: Jennings & Thompson Advertisir 
The Wigwam (Litchfield Park, Ariz.) 
Agency: Swafford & Co 
Willard Hotel (Washington) 


ency: Irving 


yen 


Williamsburg ~ 2° Lodge (Williamsburg, 


.”* Pee 

Agency: Needham & Grohmann 
William P. Wolfe mee ation 

Agency: Wendell P. Colton 


ATLANTIC CITY'S FOREMOST LUXURY HOTEL 


\ iD) LB ; ae 


Offering the FINEST CONVENTION and BANQUET FACILITIES 
ANYWHERE! NEW! GRAND BALLROOM - KERRY HALL - 
EXHIBIT AREA - AIR CONDITIONED 
¢ Every Mechanical and Electrical Utility. © Complete Projection 
and P.A. Systems. * Seating Capacity 1000, Banquet 600. * Closed 
Circuit TV and Radio and Versatile Lighting. * 10 Magnificent 


Meeting Rooms. 


DECOR BY DOROTHY DRAPER 


Luxurious guest rooms — many air conditioned. Television available. 
Deluxe suites. Internationally famous cuisine. 
Unexcelled, —— service, long a Shelburne tradition. 

Write for complete details 


MARCUS FORD, Sales Mor. 


Telephone Atlantic City 4-8131 


In New York Phone REctor 2-6586 


et us help make your next 
sales meeting the best one yet - 
at WORLD-RENOWNED . wv 2 


f Hiawatha on 4 hate 
rimmed lakes — incompare 
ko facilities plus golf, — 
pool, health baths, floor shows, : 
ing and fishing. Sold out June, pes 
August and September. cones o 
able October dates available — 
the _——— Fall color season. “P 


In the land o 


year ‘roun 


Write or| phone us. 


NORTHERNAIRE 
Three Lakes, Wisconsin 
Phone Three Lakes 481 | 


NEARBY 
PENNSYLVANIA 
COMPLETE 


CONVENTION FACILITIES FOR 
MEDIUM & SMALL MEETINGS 


A fine hotel, equipped with every 
modern technical and physical aid for 
successful meetings, in a scenic set- 
ting, at the “top of the Pocono Moun- 
tains.” Rooms with bath, phone. Cot- 
tage accommodations available for 
greater privacy. Fine food. All sports 
facilities. Special Convention rates 
During past five years Skyline has 
established an enviable reputation as 
host to many nationally known Com- 
panies. (Names on request). 


90 miles from N.Y. and Philadelphia. 


the SKYLINE INN 


AND COTTAGES 
Mount Pocono, Pennsylvania 
Edward C. Jenkins, Manager 
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Subject: CAUSE AND EFFECT 


There was a little boy who had a 
vabit of sucking his thumb, and his 
mother tried every way to break him. 
Finally, one day she pointed to a fat 
man with a very large stomach and 
told the little boy that the man had 
grown a large stomach because he 
sucked his thumb. The little boy 
should never suck his thumb or he 
might develop a very large stomach. 

That afternoon the mother took the 
little boy down to see a moving pic- 
ture. In the lobby was a woman 
standing whose stomach was much 
larger than normal. The little boy 
kept staring at her until finally she 
became very annoyed and said angrily, 
“Stop staring at me. You don’t know 
who I am.” 

“No,” replied the little boy solemn 
ly. “I don’t know who you are, but 
I know what you have been doing.’ 


Subject: CALL REPORTS 


For some reason, some salesmen 
cannot write honest appraisals of pros- 
pects in call reports. ‘They are like 
Jeb, the local ne’er-do-well who some- 
how got to be a candidate for sheriff 
in his small town in Vermont. 

He electioneered at every farm in 
the county, making pencil notations 
of the result of each meeting. 

At one farmhouse a woman greeted 
him with a fiery tirade. “You good- 
tor-nothin’!”’ she cried, brandishing a 
broom. “You get outta here!” 

‘Now just a minute,” purred Jeb, 
soothingly, “I just came to ask you 
to vote for me for sheriff.” 

“Vote for you!” snorted the wom- 
an, derisively. “Why, you not only 
ain't fit to hold public office, you ain’t 
fit to walk the streets. You oughta 


be in jail. Beat it—get out!” 


Candidate Jeb beat a hasty retreat 


to the road. Then, running down his 
list to the woman’s name, he pen- 
cilled after it: “Doubtful.” 


112 


An exchange of anecdotes and 
facts to help a speaker spice 


his speech and make a_ point. 


Subject: RUSSIANS 


“T just can’t understand those Rus 


sians,”” says the beautiful blonde. 
‘They drink vodka day and night and 
all they say is ‘Nyet.’ When I drink 


vodka all I can say is ‘Yes.’”’ 


Subject: PROPER CREDIT 


A man, down on his luck, reached 
the point where he didn’t even have 
4 nickel for the pay toilet. A friendly 
bartender lent him the coin. As he 
entered the men’s room, another fel- 
low was emerging from a pay booth 
and kindly held the door open. 

Later, still having his nickel, the 


man saw a slot machine. put ¢ 
nickel in and hit the jackpot, Wi 
the $5 he went to see a bookie par. 
layed his bets, and that ey ening 
over $1,000. Investing this money j 
some mining stock, he returned to os 
the bartender a few months later wit 
a fortune of over $50,000. 

“Don’t you think I’m entitled te 
half the profits?” asked the bartender 
“I gave you the nickel that started 
it all.” 

“Give you half!” exclaimed the big 
winner. “The fellow who should get 
half is the guy who held the doo, 


open for me!” 


Subject: DOG 


Planning to attend his organiza. 
tion’s annual convention in Florida 
the conventioneer didn’t know what 
to do about his dog. He decided tg 
write the hotel and ask if dogs wer 
allowed. 

Promptly the hotel manager wrote 
back: “I’ve been in this business 3 
years. Never have I called on polic 
to eject a disorderly dog. Never h 
a dog set fire to a bed with a cigs 
rette. I have never found a hote 
towel or blanket in a dog’s suitcase 
Sure, the dog is welcome!” And 
manager added a postscript: “If t 
dog will vouch for you, come along 
too. 


: 


et a 
: 


"Do you mind? . 


. . | made my quota.” 
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